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>< SWITCH TO POSTCARD 
SIMPLICITY BOOSTS ALUMNI 
MEMBERSHIP... AND LOWERS COST 


> UNUSUAL “PET FACTS” 
PUBLICATION BRINGS LOYAL 
CUSTOMERS TO LOCAL PET STORE 


sé HOW TO GET MORE 
RETAIL BUSINESS 


* ALSO: Planned Advertising Boosts 
Swimming Pool Filter Sales! 
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Christmas 1958 


his Christmas, when we again pav 
homage to the Prince of Peace, lec 
us be mindful of the words of Haru, 
“mu soul doth magnify the Lord 


and mv spirit hath rejoiced in God, mu Saviour: 


. 


‘AA In our spiritual devotions, let us rejoice 

in our Heaventu Father and His Son, Jesus 

Christ. On this great dav of gladness, let us 


prav to Him to keep us steadfast in our faith 
and to be worthy Christians in the fight against 
Godlessness. 444 Let us give thanks to God 
for our manu blessings and for our great nation 
of free peoples. Let us prav for those who 
are oppressed, for the sick and those with grief. 
448 Again, let us beseech Him to give cour- 
age, strength and wisdom to our spiritual and 
governmental leaders in their efforts to bring 
peace, unity and understanding to all nations. 
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Would You Like to Have 
The Complete 


Mailing List 


Story? 


(free, of course) 


OUR FIRST SERIES WILL INCLUDE 


INTRODUCTION 

Mary B. McGuire, President, 
Planned Circulation 

FINDING THE BUYING POWER LISTS 
FOR YOUR PRODUCT 

David W. Margulies, President, 
Damar Products 

LIST TESTING 

Harry Hites, Jr., Sales Director, 


Kiplinger Washington Editors 


HOUSE LISTS—YOUR GREATEST ASSET 


Ellsworth S. Howell, Vice President, 


Tre Grolier Society 
THE LIST BROKER 
—A MAILER’S POINT OF VIEW 


Lucian W. Burnett, Manager, Direct 
Mail Dept., Curtis Circulation Co 


THE LIST BROKER 
—A LIST OWNER’S POINT OF VIEW 


Boyce Morgan, President, Boyce 
Morgan Associates 


Editor, Mitchell Gresser, 
American Institute of CPAs 


That’s what you will get in our series of special studies on 
rHE FUNCTION OF MAILING LISTS IN DIRECT MAIL ADVER- 
rISING 


If you are one of our customers or a list owner we 
represent, you will receive the booklets automatically 


as they are published. 


If you are neither but would like to have the booklets, 


just phone or drop us a note. No obligation, of course. 


Our stake in all of this? To help you — and ourselves 


— do the best possible job with direct mail advertising. 


PLANNED CIRCULATION 


ALISTBROKER DEDICATED TO 
THE CUSTOMER’S INTERESTS 


19 West 44th St. New York 36, N. Y. MUrray Hill 7-4158 
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OVER 300 YEARS 


of Collective Mailing List Experience 


xperience backed by the 
most complete facilities and the 
highest ideals of service in 
the mailing list field. These are 
the credentials of The National 
Council of Mailing List Brokers; 
the qualifications that enable 
NCMLB members to prove their 
guarantee of the most competent, 
reliable list service available. 


Each member of the National 
Council of Mailing List Brokers 
is prepared to serve you as you 
should be served: rendering 
many extra aids and courtesies 
extending far beyond the usual 
client-broker relationship. Each 
has an enviable record of “doub 
ling in brass” as a consultant, 
confidant and market analyst. 
Each can refer to the results of 
exhaustive and continuing per- 
formance studies when selecting 
the right lists for specific offers. 
When you call upon an NCMLB 
member, you can be sure that 
you will be working with an able 
and reliable expert who has met 
the rigid requirements of an es- 
tablished trade association. 


List owner or mailer, what- 
ever your status, whatever your 
problem, the expert service of a 
Council member is but a phone 
call away. 


Look for this seal 


MAILING LIST 
BROKERS AS 


it’s your guorantee of 
The Most Competent, Reliable 
List Service Available 


For more information, write te 
Mr. Felix Tyroler 
National Council of Mailing List Brokers 
55 West 42nd Street 
New York 36, N 
MEMBERS OF THE NATIONAL 
COUNCIL OF MAILING LIST BROKERS 


Archer -Bennett List Willa Maddern, Inc 


Service tne 215 Fourth Aevnue 
140 West 55th Street New York 3. N.Y 
New York 19, N.Y SP 7-7460 
JU 6-3768 Mosely Mail Order 
George R. Bryant List Service 
71 Grand Avenue 38 Newbury Street 
Englewood, Boston 16, Mass 
MU 8-265) CoO 6-3380 
Dependable Mailing Names Unlimited, 
Lists, Inc Ine 
381 Fourth Avenue 352 Fourth Avenue 
New York 16, N.Y New York 10, N.Y 
OR 9.7160 MU 6-2454 
Walter Drey, inc D. L. Natwick Co 
257 Fourth Avenue 136 West 52nd Street 
New York 10. N.Y New York 19. N.Y 
OR 4-706! CO 5-8616 
Guild Ceo James E. True Assoc 
150 Engle Street 419 Fourth Avenue 
Englewood. New York 16, N.Y 


BR 9-046! MU 9-0050 
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BUSINESS PROMOTION 


PUBLISHING OFFICES: 


224 Seventh Street 
Garden City, L. I., N. Y. 
Ploneer 6-1837 


Henry Hoke, Jr. 
Publisher 


Dudley Lufkin 
Field Editor 


M. L. Strutzenberg 


Business and Readers Service 


G. M. Bornbusch 


Circulation 


M. K. Coleman 
Advertising and 
Merchandising Production 


EDITOR: 


Henry Hoke, Sr. 
3 Bluff View Drive 
Belleair 
Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 


John J. Patafio, Jr. 
224 Seventh Street 
Garden City, L. !., N.Y. 
Ploneer 6-1837 


MIDWEST 


J. K. Rotskoff 
605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 


H. L. Mitchell & Associates 


1450 Lorain Road 
San Marino, California 


CUmberland 3-4394 


That POP OPEN envelope 
sure got Mr. Smith's attention 


Red -Line “‘live action’ mailings 
get big readership 


To the power of your own creative efforts 
ADD the fun and the curiosity-provoking 
IMPACT of this animated, live-action 
Cupples-Hesse “‘original’’. Red-Line zips 
open! And it pops open! And though you may 
include an enclosure—there is no need to! 
Your high powered message is printed right 
on the inside of the envelope—that pops 
open to be read! 

Ask about “‘live-action’’ Red-Line PULL-OUT 
envelopes, too! Both can be delivered 
sealed and ready for addressing. 

Write us today—CUPPLES-HESSE—and we'll 
fire samples of three different ‘‘live action” 
Red-Line envelopes right back! 


Cupples-Hesse RED-LINE envelopes 


CUPPLES-HESSE CORPORATION 
4100 N. Kingshighway, St. Lovis 15, Mo. EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa ATlantic 8-5737 
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Correspondence, 
statement, postage, | 
saver, window, booklet, | 
Printed, plain; wired Waxed in re 
~~ or strung; laundry, 
parking, merchandising, and types. 
eo 


increased © PAKYTMERE 
orders 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 
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BENVELOPES 


war LEROY W. THOMPSON, past men Park, Mich. have turned to raising 
ae o tor of the Philadelphia Direct Mail Club, pumpkins. Wolverine recently mailed a 
has retired from Sears, Roebuck & Co., clever folder announcing a pumpkin 
2. z m Philadelphia, after 34 years. Leroy has growing contest. First prize: a night on P 
sonal sTame ong, entered the Pennsylvania Academy of the town at Wolverine’s expense. The 
car 4 the Fine Arts to continue his studies to folder, designed around cartooned 
” m ward a career in oil portrait painting Cinderella” theme, announced: “Re- 
While he'll be working with a brush member that old fairy tale about Cinder- 
5 = instead of a typewriter from now on, ella? How she had a pumpkin that 
- Z Leroy says he'll continue his interest in turned into a coach and how she went 
ii > m™ | direct mail and will attend the 1959 to the ball? Well, we're not going to 
Sai: = Zz 2 DMAA Convention in Montreal tell you that you're Cinderella. But = 
‘ 4 Ww < we're going to tell you how you can turn 


ry E TUR N 0 RD E eee a pumpkin into a real ball.” Enclosed 

ENVELOPE SUBLIMINAL ADVERTISING hit pack of seeds and contest rules 

direct mail recently with a tongue 

-cheek promotion created by Graphic 
It's the new Tension creative ‘ 
Ke di ca Service. Talbott Bldg., Dayton 2, Ohio iF YOU CLIP OUT any of these =e 


design return envelope created 
to sell a hitchhike item on the 
outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


Short Notes The Davis Press, Inc., 44 
Portland St., Worcester 8, Mass. has got 
just the thing to save them. It’s a bright 
red file folder labeled the “Idea Trap.” 


Graphic produced a phone message 


“Memo” pad with writing lines replaced 
by tiny. hardly visible 3 pt. line reading 
“Graphic Service Direct Mail Advertis 
ing, Creative Printing, Mailing Services 
Call BA 2-8317." A giant reply card 


contained the words: “I believe in honesty. 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN ... “The In- 
fluence of Envelopes,” a full- 
color movie telling the fasci- 
nating story of the envelope 
from paper to ultimate use. 
Available free, write for details. 


FREE SAMPLES 


Let us send you free samples of many 

Tension “Hitchhike” item envelopes 

now being used in your industry. 

Please enclose copies of your own 
. business reply envelopes. 


‘ Tension Envelope Corp. 
Campbell at 19th St 
4 Kansas City 8, Missouri 


| democracy, motherhood and the home.” 


Words “honesty” and “democracy” were 


underline with a subliminal line: “Please 


have salesman call.” A letter accompany- 
ing the memo pad-reply card mailing 
warned recipients they were involved in a 
subliminal advertising experiment 
probably the first in direct mail 


13AN3 NOISNAIL 


TENSION ENVELOPES 


FACTS THAT SELL is a new month 
ly bulletin edited for technical market- 
ing and engineering personnel. Published 
by Jordon & Van Deusen Co., industrial 
writing and marketing firm at 185 Moun- 
tain Rd., Laguna Beach, Calif., the pub Jad 


lication contains short informative items rHE COMPLEX SERVICES OF ‘ 
CONSULTING ENGINEERS are de- 


Davis says it’s designed to hold those 
random notes and clippings on adver- 


tising ideas that usually get pigeonholed 


ENVELOPES 


(and lost), You can get a free “Idea 


Trap” folder by writing to Rus Merrill 
at the above address. © 


SS3dO13AN3 NOISNSL 


of interest for engineers responsible for 
writing proposals, etc. Also contains a 


N SION 


scribed in an easy-reading booklet from 


4 
section summarizing current marketing 
Send me without obligation free som- int Zimmerman Engineering, 500 Park Ave., 
; f Tension “Hitchhike” item iterature of interest to industrial engi- 
oS a — O New York 36, N. Y. Reading is made 
a return order envelopes. z neers. You can get on the list by writ- : 
~ , easy by a cute cartoon character named 
> m ing to Jordon & Van Deusen at the a 
Nome Dr. Zim”, created by artist Ira Herrick. 
Zz above address A 
Dr. Zim” analyzes Zimmerman services 
Titl < 
_ ies m oe (design, coordination, supervision, etc.) 
r 
fo) Firm Nome 0 [) CUSTOMERS AND PROSPECTS of in short descriptive copy by Sylvia Brown. 
o v Wolverine Tube Div. of Calumet & Titled Don't Take Your Problems Lying 
z — m 790? S ; Down, the &8-page, spiral-bound booklet 
Helca, Inc., 17202 Southfield Rd., Allen page, spiré 
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RAPH BY ANTON BRUEWL 


Christmas! have a happy one 


from the makers of HOWARD BOND and... 


bie 
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GRAPH BY ANTON BRUEHL 


PHOT 


DAYTON, OHIO 


; 


INC. 


ar, too. 
MILLS 


Ye 


HOWARD PAPER 
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does an entertaining job of telling how 
Zimmerman works in mechanical, struc- 
tural and engineering fields . with 
imagination 


eee 

THIS BOARD OF JUDGES is busy 
this month selecting specimens for the 
17th Exhibition of Printing sponsored by 
the New York Employing Printers Assn 
Featured during Printing Week, the ex- 
hibition will be at the Hotel Commodore 


in New York from January 12 to 15 


Judges selecting entries for hanging in- 
clude: (standing, left to right) O. Alfred 
Dickman, New York Herald Tribune; 
Leo Joachim, Printing News; J. R. Ladue, 
McGraw Hill Publishing Co.: Gustave 
Saelens. American Cyanamid Co. and 
leonard Asher, Calvert Distillers Co 
Also: (seated, left to right) William Mce- 
Neill, Union Carbide Corp.; Louis Leon, 
Lewin, Williams & Saylor Inc., Melvin 
Loos, Columbia University graphic arts 
professor; Charles Morris, Reinhold- 
Gould, Inc. and James A. Bua, William 
Douglas McAdams, Inc. Entries selected 
will include all printing processes and 
uses . from direct mail to point-of 
purchase. (Almost thousand pieces 
were displayed last year.) 
LORD & TAYLOR'S Aquascutum 
Collection of women’s coats was pro- 
moted in an impressive “invitation” mail- 
ing from London. A small booklet show- 
ing coats from Aquascutum of London, 
(“By Appointment to H. M. Queen Eliza- 
beth the Queen Mother) Makers of 
Weather-proof Garments”) was accom- 
panied by a small invitation to see them 
on exhibit at L&T’s 7 metropolitan N.Y. 
stores. With beautiful full cover the 
booklet was regal-looking, high-fa- 
shion seller . . . mailed from London to 
Lord and Taylor customers in an envelope 
with Queen Elizabeth stamps 
eee 
} “HOW TO WRITE a Classified Ad 
That Pulls”...is the tithe of a new 48- 
page pamphlet written by Virg Anger- 
man, Science and Mechanics Magazine, 
450 E. Ohio St., Chicago 11, Ill. Many 
mail order people use classified ads to 
get inquiries ...so this advice on what to 
say and how to say it should prove valu- 
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your salesman . Paving 
the way for him, supporting vod 


“fore 
mail ideas, write for a free copy 
_ of the informative booklet, How — 
To Put Action Into Your Direct 


THE HICKEY MURPHY DIVISION 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, New York * MUrray Hill 2-9000 


ENY 
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| 
HAND IN HOND 
genuinely helping hand to your 
Sales program, look to the spe- 
cial promotional experience of 
_ the Hickey Murphy Division of 
James Gray, Inc. You'll find a 
° 
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plus a typist 


and 


carbo- 
snap 


addressing label sets 


saves you 


on 


add re ssing 


Save on New Addressograph 
Plates and Frames 


B or E Frames — $27.00 per M 
B or E Plates — $6.00 per M 
Speedaumat Plates — $24.00 per M 
Many Other Styles Available 
Samples and Price List Available 


Dean-Forrest Co. 
75 Beacon Street 
Boston 8, Massachusetts 


The MULTIPRESS 


FOR 
IMPRINTING 
ENVELOPE 
PRINTING 
SPECIALTY 
PRINTING 


WHAT'S YOUR LINE? 
Write Dept. R for 


B. VERNER & CO., INC. 


52 DUANE ST.. NEW YORK BA 7.1466 -7 


WANTED 


Flexowriter Model FG-80, 6 
Channel, good condition, write 


ROSKAM POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


able. Virg has fixed a price of $1 a copy 

primarily to discourage curiosity re 
quests but with each pamphlet he en- 
closes a $2 credit certificate toward pay- 
ment of a classified ad in Science and 
Mechanics if used within period of one 


vear. Good idea 


eee 
PROVINCIAL’S PAPER—house maz 
azine of Provincial Paper, Limited, 388 
University Ave., Toronto 2, Ontario, Can- 
ada—came out for the third quarter of 
1958 with a super-duper 52-page special 
issue. (Volume 23, Number 2.) Entire 
copy. with illustrations, devoted to a 
series of lectures the past season at On- 
tario College of Art. Actually a complete 
textbook on typography. Wonderful job 

— 


“ee 
FICTITIOUS PRICING is getting a 
lot of attention these days in newspaper 
stories. trade journals and Better Busi- 
ness Bureau bulletins. The Federal Trade 
Commission is about to crack down on 
all culprits. If any Reporter readers want 
to know what pricing practices are frown- 
ed on, write to Federal Trade Commis- 
sion, Washington 25, D. C. and ask for 
latest release “FTC Guides Against De- 
ceptive Pricing.” Well worth reading, if 
you want to avoid future troubles 
eee 
GOOD GRIEF! Can't some of you 
publishers and mail order promoters in 
vent some better attention devices than 
phony coded “exclusive rights” imprints 
on envelopes, discount stamps inside, 
credit okays, untruthful personal account 
code. These things may have been effec- 
tive years ago when first originated. But 
now with more and more copycats using 
them the public is unimpressed and 
irritated, especially when two or more 
Pieces received by same individual with 
the obviously phony code numbers. We'll 
probably be “told off” by some of our 
friends for interfering with a profitable 
technique. But wouldn't we all be better 
off eventually by being straightforwardly 


honest? — 
eee 


MAIL ORDER RACKETEERS are 
gradually getting their comeuppance 
Recent bulletin of St. Louis Better Busi- 
ness Bureau tells of the convictions and 
jail sentences of the group of promoters 
of classified business directories in Mary- 
land and Missouri. Mailed those phony 
invoices. Confirmation of convictions by 
Appeals Court may provide precedent to 
wipe out all the directory rackets. Also 
on skids, fined and sentenced to jail, a 
homework scheme promoter in Indiana- 
polis. Good riddance. Same bulletin car- 
ries a devastating report on the Idento- 
Tag mailings of the Disabled American 
Veterans. Cost analysis shows very little 


left to veterans after promoter’s “take 
And then that little goes for administra 
tive expense . none to any individual 
veteran. If you are not on the mailing 
list for bulletins of your local BBB 
you should be. We are on list of most of 
major city BBB’s. Read bulletins care 
fully. They are doing a remarkable job 


eee 
THIS PLASTIC STRIP EMBOSSER 
is a new hand device which might have 
several applications for direct mail 


Called the Midgie Labler, the hand tool 
produces individually embossed colored 
plastic label strips in any desired length 
The colorful raised letter strips would 
make attention-getting, personalized tp 
ons for letters, etc. While generally used 
for product labels, there might also be 
an addressing use. Each letter or num 
ber is dialed. Squeezing the handle em 
bosses a 142” wide vinyl plastic strip 

available in several bright colors. You 
can investigate the possibilities by writ 
ing to the manufacturer, Roovers-Lotsch 
Corp., 3611 14th Ave., Brooklyn, N. Y 


eee 
YOU MAY REMEMBER  Brothe: 
Peter Schulz of the Franciscan Friary in 
Louisville, Ky., business manager of “The 
Companion.” He wrote an_ interesting 
article on list maintenance in February 
1957 Reporter. A real expert in the field 
But also a copywriter out of the ordinary 
Some of Pete’s direct mail friends were 
in convulsions over a few zany press 
releases he prepared to tell us of his in 
tended transfer to Rhodesia in Africa 
Then plans were changed and Brother 
Pete was transferred to Franciscan head 
quarters in Rome. Last hilarious press 
release told of upcoming bon voyage 
party scheduled at the home of his rela- 
tives. Too long and now irrevelent to 
reproduce here. Les Shively of the Umi 
versity of Louisville thought it was best 
copy he had ever read. We agreed 
Brother Peter sailed on October 11 for 
Rome. His good humor and intelligent 
thinking will be missed in DMAA circles 

eee 
- INSANE SELLING: We have two 
recent examples of how screwball sales 
managers are using other people's busi- 
ness reply envelopes to enclose sales 
pitches on their own services. One from 
a printer the other from a trade pub- 
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Mt. Rushmore Memorial in the Black Hills of South Dakota 

e immortalizes four famous Presidents of the United States: Wash 

ofieces ington, Jefferson, Theodore Roosevelt and Lincoln. A masterpiece 
, of sculpture by Gutzon Borglum, 1927-1941 


...of Fine Business Papers 
The ALL NEW 


Atlantic Antique Laid 


SASTERN Genuinely watermarked for better printing impressions. 


Monitfes, NEW PULPS « NEW SHADE NEW PACKAGING 
Atlantic we) The ALL NEW Atlantic Antique Laid is designed to lend dignity 


to the printed word. It reflects quality you see and feel, and has 
built-in stability to give maximum press performance. For letter- 
heads, envelopes and an endless variety of printed pieces. Genuinely 
Watermarked Atlantic Antique Laid is another masterpiece in pa- 
pers of quality, distinction and good taste. 


EXCELLENCE IN FINE PAPERS 


Atlantic Antique Laid is a modern business paper, made from fine pulps, in the finest 
and most modern mill in the industry. Electronically controlled Atlantic Antique 
Laid assures you uniform quality for today’s modern high-speed presses. 
EASTERN FINE PAPER AND PULP DIVISION 
Standard Packaging Corporation 
Bangor, Maine + Mills at Brewer and Lincoln, Maine 
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THE “7 = 
NEXT 
MOVE 

IS YOURS 


to. choose 
fromy: 


OF “MORE 
THAN 


NY 


BILLION 


MAIL ORDER 
Buyers, Inquirers 


and Prospects 


Here, at Mail Order List Head- 
quarters, is one of the world’s 
largest diversifications and 
selections of OUTSIDE LISTS 
for producing new mail order cus- 
tomers in volume. Many of these 
lists are overlooked and EXCLU- 
SIVE. They have produced thou- 
sands of desirable new mail order 
customers for original list owners. 


Right now, receive ABSO- 
LUTELY WITHOUT COST 
OR OBLIGATION, Mosely’s 
custom-prepared List Recom- 
mendations to help you SELL IN 
VOLUME. Simply send us in con- 
fidence a detailed letter. 


Mail Order List Headquarters 
Dept. R-59 


38 Newbury St., Boston 16, Mass. 


Charter Member National Council 
of Mailing List Brokers 


lication. How can they expect any busi 
ness from an irate prospect who has paid 
return postage and found a sales 
pitch instead of an order or inquiry? We 
hope those who receive such pieces will 
write protest letters and get the 
practice stopped 


— 
eee 

A UNIQUE ITEM is being promoted 
with mail order by The Forty-Niners, 
Box 49767, Los Angeles 49, Calif. Cap- 
italizing on Alaska’s new statehood, the 
company is packaging “out of Alaskan 
gold fields” the “original forty-niner 
sourdough starter.” Bags sell at $2 each 
Enclosed is a fascinating 96-page booklet 
giving history of sourdough and recipes 
for pancakes, Wonderful for 
gifts (that’s how we got ours). Quite a 
trick making first starter batch and allow- 
After that, making light. 
fluffy pancakes relatively simple if you 
have the patience to go through the rou- 
tine of two batches of dough with 16 
ingredients and handling the “put back” 
to add to original starter . . . to keep it 
permanently full. But results are worth 
the effort . 
sampled them 


bread, etc 


ing it to ferment 


so say the guests who have 


PINPOINTED DIRECT MAIL PROS- 
PECTS is the title of an interesting two- 
page article in October 1958 issue of 
“Western Advertising.” It was authored 
by DMAA convention-goer Rose Rashmir 
(Market Compilation & Research Bureau, 
Inc., 10561 Chandler Blvd., North Holly- 
Calif.). Rose gives some sound 
advise on list selection showing how 
money can be saved by pinpointing actual 
prospects within any given groups, in- 
stead of broadcast mailings to entire 
groups. Publisher at 580 Market St., San 
Francisco 4, Calif., can supply copies at 
S0e or perhaps Rose has reprints 


wood, 


WHY WE USE “WE”: Medical Digest, 
in an article discussing why docters refer 
attributed this 
Statement to Benjamin Franklin: “The 
editorial ‘we’ traditionally and historically 
is reserved for the exclusive use of heads 
editors and people with tape- 


to themselves as “we,” 


of state, 
worms.” 


SOME MONTHS AGO we asked if 
anyone in legal fraternity could straighten 
us out on whether individual states had 
the right to tax or try to tax mail order 
shipments from outside the states. Seems 
to be nothing but confusion. But Marcus 
Braun of Metropolitan Finance Corp.. 
Westport Station, Kansas City 2, Mo., 
sent us record of his long, costly and 
set-to with the Commis- 
sioner of Banks of Wisconsin. Metro- 


unsuccessful 


politan is a collection agency Handles 
all its collections by mail, but local 
agents solicit merchants to place their 
overdue accounts with Kansas City firm 
Agents do no collecting. Bank Commis- 
sioner ruled that Metropolitan must pay 
Wisconsin license fee annually. Metro- 
polititan sued and won in lower courts; 
was overruled in State Supreme Court 
Finally Marcus appealed to U. S. Supreme 
Court which refused to intervene. But 
the States of West Virginia, 
and Minnesota have already ruled that 
their states cannot tax an out-of-state 
corporation for doing business by mail 
within the state. If you are having 
trouble with out-of-state interference with 
mail order, suggest you have your attor- 


Tennessee 


ney write to Marcus Braun for copy of 
proceedings. It's a problem which must 
be solved one of these days 


SOME OF THE NATION'S BEST 
ANNUAL REPORTS have been on ex- 
hibit in Mead Paper Co.'s “Library of 
Ideas” . Room 1101, 230 Park Ave.. 
New York 17, N. Y Twelve display 
panels showcase the cream of the crop 
from more than 1400 reports collected 


by Mead. They illustrate the most un 
usual cover designs, financial data pre 
sentation, employee and company stories, 
etc. A special section of the display is 
devoted to a history of annual reports 
for the past 15 years. The exhibit, first 
in Mead’s Fall “Idea” presentations, will 
be open from 8:45 a.m. to 5:30 p.m 
through November 1 Sth 


eee 

THE BIGGEST POST CARD we've 
seen was mailed by John Poole Broad- 
casting Co., Inc., 6540 Sunset Blvd., Los 
Angeles 28, Calif.. to promote a Paris 
Holiday contest sponsored by Radio Sta- 
tion KBIG. Contest open only to adver- 
tising agency personnel. Closed October 
31, 1958. Contestants had to submit in 
15 words or less completion of sentence, 
“KBIG—as refreshing as — 
Card was oy on Bristol stock meas- 
uring 21” . Postage cost 74%2¢ each. 
Post office ber to fold for delivery-packet 
size .. . but didn’t spoil effect. Two-thirds 
of address side used for hand-lettered an- 
nouncement and entry blank. Message 
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SAVE OM MAILING! SAVE OM MAILING! SAVE OF MAILING! SAVE OW MAILING! 


SAVE OM MAILING! SAVE OM MAILING! 


SAVE Of MAILING! SAVE OM MAILING! 


. 


SAVE OM MAILING! 


SAVE Of MAILING! 


Poet eters 


Aq 
Save money with the 
Phillipsburg Inserter . 


eee it mechanizes your mail room Phillipsburg Inserters at Long Island Lighting Co. 


eee 


Money-wise mailers have found the way to beat rising postage costs — thru 
mechanized mail processing on the Bell & Howell Phillipsburg Inserter! They've discovered that 
the Phillipsburg actually saves them money six ways: (1) by doing the work of dozens of 
hand workers with only one operator; (2) by producing twice the volume of mail in half the 
time; (3) by eliminating expensive supervision and overtime; (4) by inserting extra enclosures 
at no extra cost; (5) by reducing costly errors and waste; (6) by releasing valuable floor space 
for more productive use. For example, firms like the Long Island Lighting Co. continue to 
increase mail volume with Phillipsburg Inserters — thru fast, accurate, low-cost mail processing! 


YOU, too, can save with 


mechanized mail processing! SEND COUPON ! Boll & Howell Co., N. J. 
C) Send brochure, “Wide: Horizons with Mechanized 
Mailing 


IMAGINATION 


Send Case History on — 
Bell & Howell 
. 
Phillipsburg 


PHILLIPSBURG. NEW JERSEY ——_-— 
Successor fo Inserting and Mailing Machine Company 


City 
R 12-8 
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side carried a big, bleed photograph 
1842" x 21” with description of why 
sounds from KBIG are so refreshing. A 
smash production. 
eee 

THE NEW JERSEY Restaurant Assn 
conducted a unique contest from October 
13 to November 7, 1958. Member res 
taurant owners mailed letters and contest 
blanks to housewives in their area. Re 
cipients were asked to write a 25-word 
or less completion of sentence, “I de 
serve to eat out at least once a week be 
cause “. One winner was selected for 
each of four weeks of contest and 
received eight free meals at the New 
Jersey restaurant of her choice 
tion President Joseph E. Wheeler of The 
Normandy Inn, P. O. Box 160, Normandy 
Beach, N. J., tied in with the contest by 
mailing a hand-simulated letter announc 
ing forthcoming brochure on packaged 
relishes popular in his dining 
Good promotion 


Associa 


rooms 


eee 


MARK YOUR CALENDAR for 1959 
with these dates September 13 to 16 
That is when you should have a date to 
be registered at the Queen Elizabeth 
Hotel in Montreal Canada, for the 42nd 
annual convention of the Direct Mail 
Advertising Assn. Doug Mahoney (Frank 


W. Horner Ltd. and chairman of Steer- 
ing Committee) sent us 24-page conven 
tion prospectus of the new glamorous 
hotel. Layout looks just about perfect. 
Hotel adjoins the Central Railway Sta- 
tion. All convention facilities on one floor 
just above lobby. Exhibits will be di- 
rectly outside meeting and banquet rooms 

as they should be. Incidentally, the 
colorful prospectus is beautiful and im- 
pressive. Copy in both French and Eng 
lish 


DOGGONE TI 
When we mentioned the 


somebody gave us 
a wrong steer 
forthcoming book by Margaret Fellows 
and Stella Koenig, titled “Tested Methods 
of Raising Money for Churches, Colleges, 
and Health and Welfare 
would be 


Agencies,” we 
understood it published by 
McGraw-Hill (they are getting called as 
a result). Sorry the publisher is Har 
per & Brothers, 49 | 33rd St. New 
York 16, N. Y. Will be out early in 
1959. Probable price $6.50 


SOME TIME IN JANUARY a new 
educational brochure will be distributed 
by the photo engraving industry we 
Arthur Cole of Photo En 
Trade of New York, 


are told by 
gravers Board of 
60 E. 42nd St.. New York 17 


‘Living Halftones and Color.” 
as they are 


Titled 
Will be a magnificent job 
costing about $5 each. Distribution will 


be free as a public relations gesture 


YOU CAN NOW GET Touch-'n-Seal 
envelopes in large sizes. Formerly the 
Touch-'n-Seal technique was used on 
small standard sizes. (No wetting neces 
sary fold flap over the exposed latex 
strip and the seal is complete). Now 
Tension Envelope Corp., 19th & Camp 
bell Sts.. Kansas City 8, Mo., has installed 
machinery in most of its plants to run 
the latex strips on larger sizes, commonly 
called flats. Saves a lot of time-consum 
ing moistening and sealing in the mail 
room on bulky first or third class mail 
On first class, it's important to order 
“flats” which are especially designed to 
indicate classification. You can get sam 
ples by contacting your nearest Tension 


office 


SORRY TO LEARN of the untimely 
death from heart attack of W. D. (Dave) 
Adamson, superintendent of public rela 
tions for the Canadian Post Office De 
partment, Ottawa. Age 57. Dave had 
held his post since 1947 and under his 
direction built the extremely capable and 


farflung public relations setup of the 


SELL SORG’S 


GRANITEX 


FOR OFFSET, LETTERPRESS, MIMEOGRAPH 


MULTILITH, MULTIGRAPH 


Sorg’s Granitex is a distinctive, all-pulp sheet of excellent 
opacity that gives beautiful printing results by any method of 
reproduction. Matter of fact, because of its uniform quality, 
good bulk, absence of lint, and its rapid ink absorption, you 
can sell Granitex for high-speed printing and automatic 
feeding — with complete contidence that Granitex will turn in 
a superior press performance 


Don't miss out on the extra sales and profits that can be yours 
from promoting Sorg’s Granitex in your territory. Furnish 
your customers and prospects with copies of the Granitex 
Sample Portfolio, containing 25 sample sheets of each of the 
five Granitex colors and white. Have these paperbuyers test 
Granitex to their own satisfaction. You'll find them quick to 


If you are interested in distributing agree that Granitex really is an outstanding sheet. 


Sorg's GRANITEX in your territory 
write the Sales Division of the 
Sorg Paper Company 


c 
THE sORG PAPER 


OMPANY Middletown, Ohio - 


e Manufacturers and Converters of Stock Line and Specialty Papers 


PAPERS) 


STOCK LINES 


WHITE SOREX © CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e MIDDLETOWN POST CARD e 410 TRANSLUCENT e No.1 JUTE DOCUMENT 
SORG'S BLOTTING e BRILLIANT VELLUM e REGISTER BOND e TENSALEX e GRANITEX @ PARCHTEX 


Offices in NEW YORK @ PHILADELPHIA e CHICAGO e BOSTON e@ ST. LOUIS e LOS ANGELES 
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There's no longer any problem buy- 
ing mailing lists arranged by the 
territories covered by your distribu- 
tors, or branch sales offices. 


What is more, the cost is reasonable! 

The magic word is ELECTRONICS. Because our lists are on IBM 
ecards, any classifications you select in the business, professional or 
institutional field can be furnished arranged by counties, parts of 
counties or even by postal zones 


You can also specify particular types and sizes of manufacturers, 
contractors, retailers, wholesalers, and many other categories 


The cost? Only about 214¢ per name when you order national lists 
broken down this way—plus about 14¢ a name each time you address 


Your printing, imprinting of dealers’ names, addressing and mailing 
can all be done at one central point—New York, Chicago or San 
Francisco. Each dealer, however, can be furnished with copies of his 
list for follow-up 


Local tie-ins through direct mail have many advantages. They're 
good advertising—because direct mail carries great impact. They can 
be used to create sales leads. You become a neighbor to customers 
and prospects 


Would you also like to know HOW MUCH BUSINESS YOU 
SHOULD BE GETTING IN EACH AREA? 


Solely as a by-product of your direct mail program, we can tell you 
how many of each kind and size of business are located in each dis- 
tributor’s, or branch sales office, territory 


In fact, about the only limit to the marketing information we can 
give you is how much you can absorb! 


The marketing data—and your mailing lists—are complete and up 
to-date. They are constantly being checked against the latest direc- 
tories and phone books, to make sure they stay that way. Your lists 
ire made up to order—not just copied from something produced two, 
three or twelve months back for someone else. 


To start rolling, simply write or phone today to the National Business 
Lists associate near you. 


Lists 
for Your 
Distributors 


FOR BETTER 


NATIONAL BUSINESS LISTS ASSOCIATES* 


Selections Available by Any or All of the Following 


@ Type of business (SIC number) 
© Size (financial strength) 


Population 
© Cities and 


© Counties or distributors’ territories 


Branches 


© Corporations or unincorporated firms 


Complete facilities 


Francisco. Addressing on 


Envelopes 


e 3” x 5” Cards 
© Gummed Labels 
© Continuous Galley Rolis 


© 18M Cards 


Full 
included 


Addresses include posta! zones in 106 cities 
All lists continuously revised, added to and kept 


up-to-date 


“Over 2,000,000 Firms and institutions on IBM 
Cards. 


NATIONAL BUSINESS LISTS ASSOCIATES 


For full information write or phone: 


THE ELECTRONIC MAILING HOUSE 
A Div. of: Blum’'s Direct Advertising Agency, Inc. 


W. E. WATSON CORP. NATIONAL BUSINESS LISTS 
23 Hanse Avenue 549 W. Fulton Street 
Freeport, New York Chicago 6, Illinois 


FReeport 9-8312 FRanklin 2-0653 


Statistical information for MARKET 


MAILING RESULTS USE 


(size of town) 
states 


or Main Headquarters 


in New York, Chicago or San 


or Self-Mailers 


ANALYSIS 


SS 


809 Mission Street 
San Francisco 3, California 
i 1-1066 
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postal department typified by con- 
vention-goer Vic Perry of the Toronto 
office. Dave and all his branch associates 
were and are friendly people . . . devoted 
to the cause of educating the public 
Dave's friendliness exuded outside the 
boundaries of Canada. We've always en- 
joyed corresponding with him. We've 
always advocated a public relations setup 
in the USA similar to that in Canada 
But selfish interests here do not want the 
Post Office to “sell” its services 


A PLANT TOUR booklet has been 
issued by Dial Elkins of Batt, Bates and 
Company, Inc., 1407 K St... N. W.. Wash- 
ington D. C. The 16-page, x 11” 
piece by offset is tithed: “Why so Many 
Make a Bee-Line for Batt, Bates.” One 


of the best institutional booklets we've - 


seen in the lettershop field . but Dia! 
is an old pro. Knows what he is doing. 
and does it. Worth reading as a good 
explanation of production and mailing 
procedures 


FOREIGN MAILING deals have been 
appearing in increasing numbers from 
Mexico, Spain, etc. The appeals quote at- 
tractive low prices for printing, address- 
ing. mailing and postage. But we must 
pass along words of caution Foreign 
originated mail gets attention. BUT 
under international Postal Union Treatise 
our government can seize incoming mail 


son. Don't try to chisel on our rates by 
mailing from foreign countries with lower 
rates. If you get caught, you pay foreign 
rate plus our domestic rate 


“SUZY”" IS A MODEL SALES- 
WOMAN who's making a hit with print- 
ers. She works for Union Bag-Camp 
Paper Corp. on this series of clever 
posters designed to sample Union's 
Franklin paper grades. The job direc 


PROOFS 


OUT 


lion signs sent to printers include “Ready 
For Press Final Okays”, “This Pile 
Wet” Proofs Out” and “This Form 
Open” The Suzy signs are printed 
either letterpress or offset on Franklin 
index, amber tag. vellum bristol, post 
card and white tag. The paper samples 
with sex appeal make an eye-catching 
impression around printing shops 


consumers titled: “10 Pointers for Care 
ful Buying.” Lists some of the frauds per- 
petrated by the unscrupulous. Tells how 
you can detect and avoid them. Also 
gives a short review of actions taken 
against shady operators. Worth getting 
Copies available from Attorney General's 
office Albany, N. Y or from any 
other of six branch offices 


EDITORIAL COMMENT in the ad- 
vertising trade press has wailed over the 
‘nnouncement by National Can Corpora- 
tion that it will discontinue space adver 
tising for a year. But little attention has 
been paid to one part of the announce 
ment to wit: “Direct mail program will 


be continued 


eee 


MEL BRDLIK is the new editor of 
the 35-year-old “Pick-Up.” house mag- 
azine of United Parcel Service, 331 fF 
38th St... New York 16, N. Y. He replaces 
retiring Bert Barnes, often mentioned in 
The Reporter. Bert's shoes are hard to 
fill, but judging by the first issue under 
new editor's direction Mel is going 
to do okay. Good luck to him 


eee 


ONE OF THE MOST BEAUTIFLUI 
association bulletins we've ever seen is 
produced quarterly by Wood Office Furni- 
ture Institute, 1414 Eye St... N. W., Wash- 
ington 5, D. C. Executive Director Rob- 


and hold it for full payment of USA ert Spelman sent us copies of last four 
postage rate, if it is conclusive that for- THE ATTORNEY GENERAL of issues. The eight-pagers are skillfully 
cign mailing was made to avoid payment New York State has issued a valuable illustrated in full color. A slick paper 
of US rate. Therefore, don't mail from circular which is being distributed by job throughout with top-notch copy 


abroad unless you have a legitimate rea- mail as a public service. It is a guide for and typography. Runs usually average 


NEW FIELDS TO CONQUER cc ccvine sini 


tired of mailing to the same old played-out lists, consider Fairchild’s list of 100,000 executives of 


retailing and manufacturing companies. It’s fresh and practically brand new, used thus far only within 


the textile-apparel and home furnishings industries. What's more the publishers of the famous 


Fairchild Publications guarantee them 95° accurate. You are mailing to people of substantial income, 


prospects for a variety of products and services. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publications 


7 EAST 12th STREET, NEW YORK 3 e AL 5.525 
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 qwards are gold medals by the New York 


tn 


YORK AND 


Japanese art magazine, I as one of the fifteen leading graphic arts 
designers in the United States. Among Mr. Olden's many a mr 
Olden to create this insert, and 
it practically all of the demands on the printability 
paper which could be encountered. 
the name of your nearest distributor. New York 
Fy 


125,000. Office furniture dealers secure 
copies to mail to their key accounts A 
job to be proud of. Also praiseworthy ts 
an Institute four-page folder on the ad- 
vantages of having an extra executive 
office at home. Explains tax deduction 
possibilities 


eee 

HOMER J. BUCKLEY, one of direct 
mail’s oldest and best-loved leaders, com- 
memorated his “most important sale” in 
September by renewing marriage 
vows with his bride of 50 years. Homer 
met his wife, Lucille. when she was a 
copywriter at Marshall Field & Co. in 
Chicago. She later moved to New York, 
and Homer “courted” her by mail. After 
a year of “campaign continuity,” Homer 


closed the “sale.” and they were married 
in 1906. The renewal of marriage vows 
was in a nuptial High Mass celebrated by 


Rt. Mser. William J. O'Brien, Pastor You have just 


ol St. Francis Xavier's Church in La 


Grange, Ill. In addition to his happy mar- 
riage, Homer is still active as ciliated 5 seconds to get a 
of the board of Robertson, Buckiey & 

Gotsch, Inc. agency in Chicago. At 77, he direct mail reply 

still works four hours a day as direct 

mail and general advertising counsellor Within an incredibly short time 


on your salesletter must 


eee 
THE BEN FRANKLIN CLOCK was 
mentioned briefly in) November Short 


get this reader's attention 
arouse his interest 
convince him and make him reply. 


In just 5 seconds, Reply-O-Letter does the whole job. 

An interesting lead, convincing copy, and the built-in 
reply card moves your prospect in that fleeting moment of 
decision. And he answers. 

Your letter created with the assistance of our skilled 
letter writers and artists increases your replies 
30 to 50°¢. This is an art we've spent 25 years mastering. 

The built-in reply card—already filled in with your 
prespect’s name—is compellingly easy to use. 

All he has to do is obey his impulse and mail it. 


Any user will tell you about the - 

wonderful results he gets. Write on 

your letterhead for free booklet : 
Notes (page 10). We had told Bill Claw- “The 3 R’s of Direct Mail.” 
son, advertising director of Harris-Inter- ' 
type Corp., about it at the St. Louis 
DMAA convention. He ordered four of I -O-LETTER 
them from the manufacturer of the exact ; \ 
replica—Allen Joe Park, 205 Taft High- 7 Central Park West, New York 23, N.Y. 
Sales Offices: 


DECEMBER, 1958 New York * Boston * Chicago * Detroit « Cleveland * Toronto 
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MONOGRAM, INC. 


MEANS 
RESULTS 
FOR YOU 


186 DMAA AWARDS IN 11 YEARS 


MONOGRAM, INC. 
S1S MADISON AVENUE 


NEW YORK 22 PLAZA 3-8974 


way, Signal Mountain, Tenn.—and dis- 
played them in the H-I booth at the 
recent Printing Industry of America con- 
vention in Dallas, Texas. Every day a 
drawing was conducted . and a clock 
was awarded to the winner. Made a big 
hit. The clock, as pictured here, has only 
one hand. You must eliminate the two 
hours it can’t be . and there you are. 
In other words, as Joe Park describes it, 
“What time it ain't, it is.” Face of clock 
is Ben Franklin's drawing made in 1777. 


17) 


300,000 FORD STOCKHOLDERS 
got a sneak preview of new 1959 auto- 
in a 35mm. folding 
transparencies. 


mobile models 
viewer with two color 
Ford Motor Company mailed stockhold- 
ers the “inside look” two weeks before 
the cars were introduced to the public 
Included with the slides and viewer was a 
personal letter from Henry Ford Il. The 
color view presentation, produced by Tay- 
lor Merchant Corp. of New York, show- 
cased three new 1959 Ford models. Ford 
mailed the viewers to foster good stock- 
holder relations, and to stimulate sales 
among the large shareholder group 
aad 

ALPENA MANIFOLD PAPER PER- 
FORMANCE is demonstrated in two 
color folder just published by Fletcher 
Paper Co., 20 North Wacker Dr., Chi 
cago 6, Ill. Printed by offset on 9 Ib 
Alphena Manifold, the folder shows how 
the light stock reproduces halftone and 
line illustration as well as type. Also de- 
scribes how non-curl qualities make it 
practical for many direct mail uses 
particularly lightweight economy in face 
of postage increases. You can get the 


folder by writing Fletcher at the above 


Ik YOU WANT TO KEEP BRIEFED 
on Motivational Research, you should 
read Memo a four-page newsletter 
published by the Institute for Motiva- 
tional Research. It's published regularly 
and mailed free to manufacturers and 


address 


advertisers interested in the subject. Memo 
briefs the Institute’s many activities . 
points out what's going on in MR in 
many industries. Write to IMR’s press 
director Jane Bedell at Croton-On-Hudson 
and ask her to put you on the list 


eee 


THOUSANDS OF OFFSET USERS 
and their litho plants have received an- 
nouncement brochures and entry blanks 
for the 9th Lithographic Awards Compe- 
tition & Exhibit. Lithography of every 
description, from direct mail to 30-sheet 
billboard posters, is eligible to compete 


in the contest sponsored by Lithographers 
National Assn. Deadline for entries is 
January 13, 1959. All winning entries will 
receive award certificates, and the printed 
pieces will be published in LNA's four- 
color awards catalog. You can get full 
information and entry blank by writing 
the association at 1025 Connecticut Ave.. 
Washington 6, D. C. 
eee 
R. L. POLK & COMPANY of Detroit 
has announced a new list system which 
they claim offers complete automation of 
direct mail processing. Developed by Polk 
engineers, it's known as the “Polk Pho 
System.” The camera 


tronic Camera 


method permits high-speed photographic 
selection of names and addresses of 60 
million families and the transfer of 
them into printed addresses. The new 
Photronic system is located in Polk's 
265,000 sq. ft. plant in Detroit . hailed 
as one of largest and most modern pro 
duction facilities in the direct mail field 

eee 
MANY CHRISTMAS CARDS FROM 
BETHLEHEM will be delivered this 
Claude J. Martin, president of 
Parlee Company. 310 E. St. Clair, Indi 


organized the mailings 


month 


anapolis 2. Ind 

which will benefit charity. Customers 
and friends of several participating com 
panies will receive the cards mailed from 
Bethlehem, Jordan. They feature Holy 
Land flowers attached by orphan chil 
dren. Crippled adults worked in the print 
ing plant producing the cards, and aged 
people helped address and mail the greet 
ings from abroad. These and other needy 
groups in the Holy Land will share all the 
proceeds from the Bethlehem mailing 


EVER HAVE TO EXPLAIN YOUR 
TRADEMARK OR LOGO? Leeds Ad- 
vertising, Inc. of New York did. . . in one 
of the cleverest self-promotion booklets 
we've seen in a long while. Leeds uses 
nine vertical lines as an artistic symbol 
in their compary logo. Their booklet is 
titled The Stictual Development of The 
Human Male a take-off on the 
“sticks” seen on Leeds letterhead, etc 
Written in verse style, the booklet ex 
plains the meaning of the vertical lines 
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woopsine ENAMEL 


| 
rinting dollars 


Attractive “spec” sheets, printed in one 
color, are being produced economically on 
Woodbine Colored Enamel. The 13 different 
colors lend themselves to a system 

of easy identification for line and 

model categories. 


kis 


Making frequent mailings to distributors 
Ate and/or dealers — featuring merchandising 
; ideas, promotions, national advertising, 

etc. — is one of the most direct methods 
to keep your products out in front at. retail 
level. Printing your “flyers” on 
Colored Enamel automatically combines 
effectiveness with economy. 


& HAND-OUT wi 5 Hand-out folders usually run into large 
= 72 quantities. Cost per thousand is important. 
LEAFLETS ~ aid £ It’s surprising what can be accomplished 
. with a good layout, in one or two 
colors, printed on Woodbine Colored 
Enamel. Prints equally well, 
letterpress or offset. 


Pennants, streamers, and window posters 
for sales events and special promotions 
are made-to-order for Woodbine Colored 
Enamel. Even one color printing 
provides the necessary color impact 

for high attention value. 


Write Any color to meet exact specifications can be supplied on 


ewe. Wee Poritane special order in 5000 Ib. quantity or more. 
of ideas and Somples 
demonstrating the use 
ond fine printing 
quolities of Woodbine 


Colored Enamel APPLETON COATED PAPER COMPANY 


1220 North Meade Street 
APPLETON, WISCONSIN 
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additional cost. 


All SAXMAYER 
for SAFETY 


ture. 


Blissfield, 


without adjustments. 
legs and casters available at a small 


CUT YOUR 
MAILING 


COSTS! 
WITH THE 


MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 


Adjustable 


tyers are noted 


automatic releases 
where needed; SIMPLICITY all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


fully auto- 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


DEPT. M 


NATIONAL 


BUNDLE TYER CO. 


Michigan 


to meet the needs 


of an 


expanding organization 


Walter Karl, Inc. 
mailing list brokers 


are moving to 
Armonk, N. Y. 
on December lst 


our fine service 
is near as your phone 


Armonk Village 3-3353 
N.Y.C. phone 
FAirbanks 4-3336 


or write 


Walter Karl, Inc. 
Armonk, N. Y. 


with illustrations in cartoon style 
emphasizing the vertical line design. The 
last page features a reply card inviting the 
reader to try his hand at creating a car- 
toon from the stick design. You can get a 
copy of this excellent trademark promo- 
tion by writing to Leeds at 19 W. 44th St., 
New York 36, N. Y. 

eee 
) DICTATED LETTERS NOW COST 
$2 EACH according to a recent sur- 
vey made by the Family Economics Bu- 
reau of Northwestern National Life 
Insurance Co., Minneapolis 1, Minn. The 
biggest portion of this average cost, says 
the Bureau, is the secretary’s time. She 
will average 20 to 30 minutes per letter 
for taking shorthand, typing. correcting. 
etc. At present going rates, her time per 
letter is worth about 75¢. Even if the boss 
is a real pro at rapid dictating, his aver- 
age time spent per letter amounts from 
60¢ to 70¢. Stationery, typewriter ribbons 
and other material accounts for 7¢ or 8 
postage and mailing operations add 
another 6¢ or 7¢. Office overhead is a little 
more than 40¢. This cost can be cut down 
with a central pool of typists and dictat- 
ing machines, says the Bureau. But, it’s 
quick to add, most dictators prefer good- 

looking stenographers 


eee 
SPEAKING OF LETTER DICTA- 
TION Gray Manufacturing Co.., 


Hartford |, Conn., has a smart-looking 
booklet 


Noter’ dictating machine to executives.” 


“demonstrating their ‘Key 


The “demonstration” is given in large 
close-up photos which take up the whole 
page. Simple headline instructions read 
“Just press the button . and talk. Press 
another key and listen.” The visual 
“demonstration” booklet concludes by 
telling executives: “You've just talked 
your work away on the easiest-to-use, 
most advanced dictating instrument in the 
world!” 


eee 

CO-OP MATCHBOOK ADVERTIS- 
ING is sold to distributors of Crawford 
Doors . . . through an extensive match- 
book direct mail program created by the 
manufacturer. Crawford, makers of ga- 
rage doors at 20263 Hoover Rd., Detroit, 
Mich., mails six billboard book matches 
to distributors every month. Each book 
sells distributors on the idea of using 
matchbooks themselves to contact their 
prospects. Typical matchbook message 
reads: “Doing business without direct 
mail merchandising is like winking at a 
girl in the dark. You know what you're 
doing, but does she? Let your prospect 
know what you are doing. Plan a match- 
book campaign now.” Every other month 
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an order form is included for distributors 
to begin their own direct mail matchbook 
mailings. Practicing what they preach 
with matchbooks is getting good co-op 
results for Crawford. 


eee 


STEIN PRINTING COMPANY of 
161 Luckie St., Atlanta 3, Ga., weren't 
so “Luckie” when they had a bad plant 
fire recently. But the undaunted firm 
quickly mailed all customers a scorched- 
edge letter, announcing it was “Hot Off 
The Press.” It explained how Stein was 
still in business, presses were operating, 
negatives were intact, and all phases of 
operation would be back on full schedule 
within a few days. “Being barbequed and 
waterlogged,” concluded the letter, “has 
not dampened our spirit. We are still 
equipped to continue handling and serv- 
icing all your printing needs.” Takes more 
than sparks to stop a spirited firm like 
Stein! 

— 
eee 

REDI-MAIL is the name of a new 
combined letter-return envelope format 

being sold by Comet Press, Inc., 
200 Varick St.. New York 14. It’s an 
842” x 11” letter, die-cut on one end 
with a gummed envelope flat. The letter 
itself folds up into a return envelope, pre 
printed on the back. Comet’s creation 
eliminates need for separate reply card or 
envelope. You can get samples and prices 
by writing to Comet at the above address. 


AN ATTRACTIVE SWITCHBOARD 
OPERATOR made a good eye-catcher on 
a booklet announcing a phone number 
change at New Era Lithographing Co., of 
New York. The smiling operator (an eye- 
catcher all by herself) was seen through 
a die-cut cover, headlined: “There's a 
New Number on New Era’s Switch- 
board.” The 16 pages inside described 
how New Era would “still serve you in 
the same old wonderful way” .. . even 
though their number was changed to 
WOrth 6-5000. The “new number” crea- 
tion was written and designed by Law- 
rence Chait & Co., New York. 
— 


eee 

THE LAST ISSUE of the old year 
must traditionally carry a Holiday Sea- 
son Greeting to our friends. And we 
really mean it. 1958 has been good to 
The Reporter better business than 
ever . . . thanks to the continuing and 
increasing support of subscribers and ad- 
vertisers. We are wishing all of you good 
cheer during the Christmas and New 
Year celebrations and much luck 
in the brand new year of 1959. There will 
be many problems and challenges to face 
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"W7E KNOW, 
THE POwW ENR 


because we got to know 
our printer better,” 


®@ says T.H. Turney, Advertising 
Manager, Paint Division, The 


Glidden Company, Cleveland, Ohio 


te 
5 


Successful business men, like T.H.Turney, effective way to present selling ideas 
know from experience the vaiue of good economically. 

direct mail advertising. They also know You'll like working closely with your 
the value of calling in a good printer right printer. We know because we've done 
at the start of every campaign. it for years in bringing him the quality 


Today’s printer is more than a craftsman. papers he needs to serve you best— Sales Offices: Mead Papers, inc 

118 West First Street, Dayton 2, Ohio 
New York « Chicago « Boston 
helping you find the most attractive and The Mead Corporation, Dayton 2, Ohio. Philadelphia « Atlanta 


He's an idea man, too, and an expert at the most complete line in the world! 
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When Clemson College Public & Alumni Relations Director was influenced by 
“The cat crossed the street,” he decided to eliminate all the frills in his 


mailings ... and start all over. He took a big risk that worked: 


SWITCH TO POST CARD SIMPLICITY 
BOOSTS ALUMNI MEMBERSHIP 
... AND LOWERS COST 


by Joe Sherman, Director of Public & Alumni Rel. 
Clemson College, Clemson, South Carolina 


baer "RE NOT LIKELY TO FIND any- 
thing very original here . . . unless 
it be the nerve to plow ahead with 
a project that many case-hardened 
experts in college alumni funds said 
wouldn't work. In fact, they pointed 
out many dangers of even attempt- 
ing it. 

What we have done at Clemson 
College in a direct mail alumni solici- 
tation program is not necessarily rec- 
ommended for anyone else. We can 
only say that at our present stage of 
development, it has worked remark- 
ably well for us. And that it has sung 
three very pleasing tunes for us: (1) 
increased our income, (2) saved 
money and (3) reduced our work 
loads. 

To start at the very beginning, it 
is necessary to jump back nearly 
three years to an American Alumni 
Council district meeting in Tallahas- 
see less than two months after I en- 
tered college alumni work. One of 
the many excellent speakers made an 
indelible impression upon me. Henry 
Hoke said, simply enough, “The cat 
crossed the street” . . . and went on 
to point out how cluttered that simple 
observation can become if we worry 
about the color or sex of the cat, 
the width of the street, the car that 
nearly hit the cat or the weather in 
which the feat was accomplished. 

I was so impressed with the sim- 
plicity of Henry’s point that upon re- 
turning to the office I spent several 
days and nights examining our so- 
licitation literature with a view to 
uncluttering it. It crept upon me that 
the ideal solicitation program would 
be to (1) send a post card asking 
for money and (2) receive an en- 
velope with a check enclosed. The 
cat never crossed the street 
simply than that. 

So I decided to take the calculated 
risks involved in eliminating the frills 
and start back at the beginning. Ac- 
tually. | was starting at the begin- 


more 


ning anyway because prior to 


the year 1956 (our alumni year is 
the calendar year) the record number 
of participating (contributing) alum- 
ni at Clemson for any one year was 
1,385. 

They had been receiving relatively 
dressed up solicitation literature com- 
plete with pre-addressed, postage- 
guaranteed envelopes in which to re- 
turn their checks. Their response, to 
put it mildly, had always been less 
than over-whelming. 

Clemson College is the state-sup- 
ported, land-grant college of South 
Carolina. State appropriations cannot 
be used to conduct an alumni pro- 
gram. If there is to be an alumni 
program, the alumni must support 
it. Thus, the Alumni office faced the 
financial necessity of pulling itself 
up, financially, by its boot-straps. So 
simplifying the solicitation material 
was far simpler than cutting through 
the maze of detail that goes with 
wearing two hats as Director of Pub- 
lic and Alumni Relations. 

We felt that the first step in the 
development of a long-range alumni 
annual giving program should be in- 


creased active membership (payment 
of “dues”) and concentrate on rais 
ing money amounts only after alumni 
interest had increased. The “dues” 
for active membership in the Clem 
son Alumni Association have always 
been $5.00 a year. And still, the rec- 
ord number for any single year was 
only 1,385 while the potential 
of good alumni addresses in our files 
(the number of alumni 
licited) approximately 14,500. 

On July 6 of my first year in the 
job the active membership had 
reached 800. It seemed fairly certain 
that the total figure of 1.311 for the 
year 1955 would be exceeded. but 
not by as much as | hoped. The last 
appeal had been made in a fairly 
elaborate self mailer that could be 
torn apart to provide a self-addressed, 
postage guaranteed envelope. By mid- 
July | was pretty sure it had pulled 
about all it was going to. 

So it was about a week later that 
I decided to let “The cat cross the 
street” . . . with a simple two-cent 
BPRI (Before Postal Rate Increase) 


post card that simply said: “This is 


being 


NUMBER OF 
MEMBERS 


800 July 6 
1500 Sept. 11 
2118 Dec. 31 
3492 


1956 


TIME TABLE OF RESULTS 


Here is a time table of results, showing the growth and progress of 
Clemson Alumni Association’s post card campaign. The “time differ- 
ence,” plus significant cost savings has made the Clemson switch to 
simplified post cards both effective and economical: 


REACHED ON THESE DATES 


1958 


Jan. 10 
Feb. 3 

Mar. 10 
Aug. 12 


1957 


Feb. 7 
Mar. 12 
May 3 
Dec. 31 
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Reporter's Note: Here is a case history which 
should make a lot of you think. Think hard. It 
proves a point which we have been hammering 
on for many years direct mail doesn’t neces- 
sarily have to be elaborate or costly. Simplicity is 
often more powerful than complicated appeals 
which demand more time and thinking. Don’t 
“a skip this story because it applies to the re- 
stricted field of alumni work. The ideas devel- 
oped by Joe Sherman could be followed in 
many entirely different businesses. Wish we had 
o of the wise 
cracking the 
with checks attached). But here are seven 


room to reprint a hundred or 


comments written on returned 
cards 
typical ones: “You finally got through and I'm 
ashamed that it took me so long to answer the 
‘Hey! You sure have changed 


You're 


phone” 
since we were freshmen together 
the most persistent cuss I've ever known and 
all of Clemson should be grateful to you for 
it” I'd hate to be in competition with 
® your salesmanship” If you keep at ‘em 
like this don't 
know whether you'd ever have gotten me or 


but this gal did 
ain't changed a bit, except maybe around the 


they'll come through | 


not Shermon, you 


eyes. But come on anyway! 


a statement you have overlooked 
For your 1956 Clemson Alumni Asso- 
ciation dues. $5.00. No tlowery 


words. No plea. No return envelope. 

By September 11th, with no fur- 
ther prodding, the active membership 
had climbed to 1.500. There 
other post card appeal before the end 
of the calendar year. It “Re- 
minder The Alumni Association 
Honor Roll of active members is nou 
being prepared jor the printer. If you 
are to be on the Honor Roll, your 
1956 membership must be activated 
before December 31.” 

On December 31st, the active mem- 
bership stood at 2,118, a new record 
of participation. 

The cost of our operation was re- 
duced by the difference in the cost 
of 15.000 cards instead of envelopes 
i the cost of 15.000 sheets of paper 
for the solicitation message . the 
cost of about 15,000 return envelopes 
. and the return post- 
age \ e 


P - completely the inserting chore. 


Was one 


said: 


per mailing 
eliminated 
And 
important gimmick reduced 
recording operation. ecard 
the “Pk 


name and address on the card 


guarantee cost. 
a very 
our 
carried verify 
your 
and return it with your check.” 

We estimate that 99 44 100 
cent do attach the check to the card. 
saving a big reference chore in 
the All contribu- 
tions are kept by graduation classes. 


When a check the 


request: 


us 
othee. individual 


arrives without 


DECEMBER, 1958 


to 


to you since the 
well on 
@ccompli shment, 


4 Loyalty Girt (= 
years ago and 
improve 


1ECK TO: CLEMSON 


SLEMSON ALUMNI ASSOCIATION 


rse@.e@ verify tne correctn 


| thoug 


It's about 
a better 


A Loyalty 
will do it- 


been trying 


its way to tts @ll-time bann 


the program, #hatever you 
the Alumnt Loyalty Fund in 


Before 


nt you'd like to kn 


your 195 
alumni P 


Alumni Loyalty Fund 


MAKE CHECK 
mA TO: CLE 


Don't kee 
your name 


get thro ugh 


fir Cc 
st of the year. Your -.emson Alumni Association is 


er year-----in both membership and 


inimum 85.90 
» 


for 


th 
O for others) e! aC graduated 


A. activate more than five 


your 1958 membership and 
an give above that go 


your name, 


Joe Sherman, pi 


Al 


paying you visit 


calling 
ow who's 
to 
membership that will enable u 
n College- 


al 
Clemson Clemso 


anda the lest five year) 


rogram 
the 
r name is 
ft of at least $5.00 ($3 
ne 4 if you can send more, 
--an 


raduated 


if you & dited to you 


it will be cre 


TO 
Verify the accuracy 


one I have. 4 return it with 


ly recent : 
eae side of this ard an 


yout Loyalty Gift. 


jcture--it'® 


yP 
4 address oF 


card, our first move is to consult the 
master file to learn the indi- 
vidual’s class. The addressograph 
plate includes the individual's class. 
In order to deposit the checks quick- 
ly. acknowledge the contribution 
quickly and set up the mechanics for 
address changes, we had to make a 
card each time a check arrived. This 
card traveled a routing to four desks 
in the office (posting clerk, acknowl- 
edgement membership card clerk, 
master file clerk, addressograph clerk 
for tabbing). 

Now the card that travels the cir- 
cuit is the card we send out and is 
returned to us with the check 
complete with the donor’s name, class 
and The amount of time 
necessary to do all of this processing 
has been reduced by at least 
thirds by the simple process of asking 


card 


address. 
two 


that original card be returned to us. 

And the amount of money saved 
by asking alumni to pay the freight 
is considerable. Recently. we had to 
get an active membership vote to 
amend the association’s constitution. 
We mailed the ballot with no postage- 
guaranteed envelope. The return was 
And now 
lor othcer 


well over 50 per cent. we 
are mailing a self mailer 


election. The part of the card that 


comes back to us has a box for a 
stamp and the message: “Place 3¢ 
stamp here.” 1 expect at least a 75 
per cent return. 


It took us about four days to ad 


dress envelopes, stuff them with the 
appeal message, and route them for 
the post ollice. Now it’s just about 
four hours to do the same job on 
post cards. So this year we have tried 
to mail a post card a month. 

Just as we set a new membership 
record of 2.118 in 1956, so did we 
step up to 3,492 in 1957. Now, we 
have moved on to more than 3,600 
as of the first of September, 1958. W S 
probably won't make the 5,000 we're 
for this year, but it will be 


ting 


‘ lose. 
There is very little originality 
about the cards. We follow Henry 


Hoke’s “The cat crossed the street” 
simplicity in format and the 
Harry Volk Corporation, clip book ( 
service for illustrations. 
And we ve also found 
sometimes can be too cute 
backfire. | had an alumnus tell me ey 
the other day. “If you think you're 
going to get my check in January 
from now on, you re crazy. When we 
send vou a check, you take us off the 
solicitation list and we miss all those 


art 
cuteness 
and 


clever post cards everybody's getting 
such a kick out 
Now that we're on our feet. we're 
probably going to have to do things 
a bit differently. | hope we can find 
the to be different and 
effective at the same time. And I hope ‘ape 
because | am now a dedicated con 
vert—that we can keep it as simple 
as “The cat crossed the street.” @ 


of.” 


way more 
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While many retail pet shops have had some bad experience 
in their attempt to advertise, a Dayton, Ohio shop owner 
is pointing the way toward more “selective selling.” 


UNUSUAL “PET FACTS” PUBLICATION 
BRINGS LOYAL CUSTOMERS 
TO LOCAL PET STORE 


by George Griffin 
Griffin Publications 
West Carrollton, Ohio 


i igo PET INDUSTRY is just coming to show its industry what can be 
done, it has done a little pioneering 

for the advertising field itself. 
As Jim Marlay. P.&G. owner-man- 


out of what pet leaders them- 
selves are the first to call “an age of 
darkness.” At the manufacturing. 


wholesale and particularly retail lev- 
els... such areas as public relations. 
sales promotion, planned advertising. 


ager, put it: “We want to reach pres- 
ent and potential patrons of my shop 
ONLY.” Jim realized that advertise- 


ing to the “wind” was not only waste- 
ful but often unheard. He was deter 
mined to narrow his advertising to 


eood display and point-of-purchase 
have been practically non-existent. 
The pet retailer's typical advertis- 
ing experience has been “this space 
contributed by” purchases in school 
yearbooks, programs and 
neighborhood newspapers. More am- 
bitious pet shop proprietors have, on 
occasion, experimented with hand- 
bills, a litthe radio advertising and 
ball point pens. But many of their 
advertising experiences have been bit- 


pet owners within his market area. 
both present customers and persons 
who should be his customers. Working 
with Grifin Publications, an external 
house organ called Pet Facts. and a 
system for reaching market 
with it. were d ‘veloped. 

The nucleus of the list building 
and selection system was a countes 


operetta 


Jim’s 


display announcing the publication 
Pet Facts and the fact that it would 
be of interest to every pet enthusiast. 


ter ones. 

The Pet and Garden Shop in Day- 
ton, Ohio, is a rather typical pet re- 
tailer in size of shop. capital, extent 
of stock and suburban location. But 
in what it has done within the realms 
of merchandise display. 
customer relations and direct mail 
advertising, it is far from typical. It 
is one of the “lights” in the industry. 
Pet and Garden has not only served 


MY, 


f, 
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Cards were provided for customers 
to sign, indicating their particular pet 
interest. Extra space was given fot 


4, 


VW 


name and address of a “pet-ownet 
friend.” With each card filled out in 
the shop. at least one or two live 


selection. 


iff 


4.47 


4 


names were set ured. 
After eight months. this system is 


Mailing list for “Pet Facts’ is built with these 
cards on a counter display in the pet store. 
Customers also fill in name of a pet-owning 
friend, adding another name to the list each 
time a card is filled out. Veterinarians were 
also added to the list, so “Pet Facts’ would 
be seen in their waiting rooms. Monthly 
mailings of the house organ now total 2,000 


names and growing every day. ae 
Pet & Garden Shop's “Pet Facts” 


is an unusual folded 3’ x 11” self mailing 
format which opens to 8'/2 x 11”. Each issue 
is filled with short items on pet care, pictures 
of well-known pet enthusiasts, features, etc 
Selling copy for the pet shop is limited to one 
small panel. But every issue builds a store 
identity . by picturing “Cedric,” a ca: 
tooned dinosaur character who has become 
the shop’s mascot 


“pet FACTS” 
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still in use at the shop. With eager 
cooperation of sales clerks. it has ac- 
counted for the bulk of the nearly 
2,000 names on the present list. Other 
names were obtained through pei 
club directories. Veterinarians, with 
their many waiting room readers, 
were also selected for the list. 
While an active mailing list was 
imperative, a mail format that would 
attract and hold readership was of 
equal importance. As Jim’s primary 
concern was to sell the idea of qual- 
ity and obtainable — only 
through a high-level pet shop such 
as his. a soft-sell editorial approach 
was selected. The vehicle was de- 
signed as an 810” x 11” sheet of 
fancy-finish offset: lithographed in 
black and tones: and accordion 
folded twice. the long way of the 
stock, for a “modern slim-jim” ap- 
pearance. The unusual 3” x 11” self- 
mailing format barely made postal 


sery T e 


regulations. 

Both custom and stock art effects 
were used. Research into the world 
of pets provided rafts of little-known. 
interesting pet material with which to 
work. To add an element of author- 
itv. known pet experts were invited 
to submit brief articles. Lifting the 
piece out of the “strictly sell” cate- 
gory, photographs by the leading 
deg and cat photographer. Walter 
Chandoha, pictures of well-known 
celebrity pet-enthusiasts such as Roy 
Rogers similar high-interest 
items were used. 

The shop's sales message appears 
on a single panel of each issue of the 
publication. Practically without ex- 
ception, this message talks about ad- 
vantages of dealing with the Pet and 
Garden Shop. selection of merchan- 
dise, service and pet health. Emphasis 
is on quality. Individual products are 
not promoted. 

With issue No. 6 now off the press 
ithe publication is mailed every six 
weeks) the Pet and Garden Shop 
considers Pet Facts one of its best 
de isions in a five-vear 
business history. The publication has 
won loyal readers who take the time 
to thank Pet and Garden. Accord- 
ingly, Pet and Garden has won an 
increased following steady 
customers. Pet Facts has developed 
many new customers as well. And 
more important, the little publication 
mailed periodically to a store-built 
list. has built Pet and Garden into a 
pet “institution” throughout the Day- 
ton area. This local pet shop is show- 
ing the pet industry what can and 
should be done . . . with direct mail 


results. @ 


successful 


among 
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By upgrading their impression, creating full 
color postcards to support publication inserts, 
R. P. Adams Company of Buffalo found .. . 


PLANNED 
ADVERTISING 
BOOSTS SWIMMING 
POOL FILTER SALES 


by James C. Ritter 
{dvertising and Sales Promotion Mar. 


R. P. Adams Company, Buffalo, N.Y. 


HE R. P. ADAMS COMPANY of Buf- 

falo. N. Y.. manufactures filters 
for public, municipal, commercial 
and institutional swimming 
Their filter is not available for back- 
yard type pools, so their market is 
actually a small segment of the pool 


pools. 


filter business. 

{dams advertising problem: How 
to tell their story to city ofhicials. 
managers of clubs and commercial 
recreational facilities: directors of 
institutions (YM, YW, Scouts, etc.) : 
and, consultants, architects and en- 
gineers who specify filters for these 
pools, 

Their objective: to dominate this 
segment of the swimming pool filter 
market. Pricewise, their product 
ranges from about $1,500 to more 
than $20,000, depending on the size 
of the pool. 


A Search For Color 


Oby iously. color could add con- 
siderable impact to the advertising 
program. However, the cost of four 
color printing was beyond the bud- 
get limitations of the company. So 
four years ago when the R. P. Adams 
Company decided to concentrate on 
this market, pool pictures were used 
with the water printed in blue. 

About this time. “three color pro- 
cess” offset was being introduced. 
However. in Buffalo, there wasn't a 
printing firm equipped to handle such 
a job. While “true” or matched tones 
were not essential, the advertising de- 
partment of R. P. Adams Company 


wanted to be able to supervise and 
control the final color results. 

They approached four printing 
firms in the Buffalo area. Finally. 
they were successful in convincing 
one to go into the “three color pro- 
cess. (This gamble by the printet 
has paid off beyond his most optimis- 
tic expectations: three of the other 
printing houses now offer it, too.) 

The R. P. Adams plant photo- 
grapher was making field trips to 
pools with Adams SPF filters. In 
addition to the black and white photo- 
graphs. he was instructed to make 
color transparencies. 

Only two vears after the firm had 
decided to concentrate on the mar- 
ket. it was using full color inserts 
These were placed in the outstanding 


Reporter's Note: While 

the home swimming pool 

market has become a big 

one in recent years, this 

article is about a firm 

which makes and markets 

pool filters on a larger 

scale. R. P. Adams Co. of 

Buffalo sells their filters 

to public, municipal, insti- 

tutional and commercial 

pools. Advertising man- 

ager James Ritter tells 

how they tailored their 

entire advertising program . . . to specifically 
reach people who had a buying influence for 
large swimming pools. This article points out 
the advantage of careful planning and coordin- 
ation of direct mail with other media. In Adams 
case, planned advertising, with planned color, 
has racked up record soles. 
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ADAMS COMPANY 


THC 


L. Rawlings 
Sales Manage’ 


Your Represents ive 


\ third card 


was sent out to all interested archi- 


offer to provide a list of installations support to these offices. 
which may be contacted for customer 


endorsement of the Adams filter and 


publication in the field, Swimming 
Pool Age. Black and white adver- 
tisements provided coverage in muni- 


tects, consultants and engineers in 


cipal and park magazine classifica- a new technical bulletin. each representative's territory. This 
tions. Further support was given by A second mailing to the same card suggested to the addressee, an 


a direct mail program using four group was made about a month later. \dams representative could help 
page fliers. The copy read: them illustrated with a specify 


case history, then gave the representa- 


1958 Program Tailored To DM 


\ recent newspaper story told of a. still tive’s name, address and phone num 


While the company had been mak- found at an “Old Soldiers’ Home” which ber. 
was being razed. For years it had supplied 


filters for more than Is those aging Civil War heroes with an inner 
vears, the average annual sales priot fuel for recounting of their youthful, fire 
to 1954 had been less than $50,000. 


About six weeks later a second 
ecard for the representative went oul 


ing pool 


breathing exploits with the following message: 


Sales began to pick-up and competi- The engineer in charge of the wrecking 
tion took notice. By the end of crew was not a poet, but he described the Need information on a swimming pool 
1957. three short vears later. sales dusty mash pot and greening coils as a filter ? 
were over the $250,000 figure. thing of beauty H ‘PR 
ave vou called your Adams’ Representa 
In planning for 1958, the full- Because he was engineer he could visualize tive? 


the gleaming stainless steel kettle and the 


color insert program was tailored to 
the direct mail program. Instead of 
using two full-color pool pictures, a 
single large picture (approximately 
the front of the insert. 

At the same time the inserts were 
being printed, 2,000 additional copies 
of the full color pool pictures were 
run on Kromekote card stock. The 
cost of these 16.000 jumbo-size (9” 
x 12”) post cards was slightly more 
than 3¢ each. 

The direct mail 
aimed specifically at people who had 


of a pool was used on 


program was 


a buying influence in public, muni- 
cipal, institutional and commercial 
pools, 

One card, addressed to all City En- 
gineers, starts off, “As an engineer, 
you will appreciate the quality fea- 
tures in Adams SPF Swimming Pool 
Filters.” Four quality 
then cited. Proof of the quality is 
The copy ends with an 


leatures are 


then given. 
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burnished copper tubing . could appre 
ciate the efficient design which brought 
together the most practical components 


The copy then had a paragraph: 
“Because you are an engineer, we 
feel you will 
pleteness of design, the quality of 
material and the skill of production 
which goes into every Adams SPF 
filter for municipal pools.” It con- 
cluded with an offer of the technical 
bulletin. 

Which card drew the most re- 
quests? What was the ratio? The 
second card outdrew the first 
nearly 7 to 1. 


appreciate the com- 


“It Is Amazing,” Says Rep 


Factory representatives sell the 
Adams Company products at the local 
level. A> second phase of the 1958 


direct mail campaign was to give 


You haven't? 


You should! 

The representative's name, ad- 
dress and phone were given at the 
bottom of the eard. 

One representative wrole about this 
phase of the campaign: 

“It is amazing. A consultant en- 
gineer called me in to help write the 
specific ations on a college pool 20 
ing in this fall. Vve several 
other phone calls | can trace to vour 
card mailings.” 

All representatives are enthusiastic 
and are asking that colored pictures 
taken for next year's campaign come 
from their territory. 

Despite the general softness of the 
industrial market, R. P. Adams SPI 
fillers are well on their way to set 
ting a fourth record year of sales 

through planned advertising. 
planned color, planned direct mail. 
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HOW TO 
GET MORE 


A top retail advertising expert outlines 
four important steps that will show you .. . 


RETAIL 
BUSINESS 


by Budd Gore 
Retail Advertising Manager 
Chicago Daily News 


Retail advertising succeeds spectacu- 
larly and you get considerably more 
business when four goals have been 
achieved with distinction. These four 
areas are budgeting, planning, copy- 
writing, and showmanship. 

All too many stores budget improp- 
erly if at all. 

As a result of writing a booklet 
some years ago for the American 
Newspaper Publishers Association's 
Bureau of Advertising, entitled “How 
To Budget Advertising For Bigger 
Volume, More Profits,” which is avail- 
able from any daily newspaper that 
supports the Bureau. the relative sim- 
plicity of budgeting struck home with 
a resounding thump. 

Step Number One is to list by 
months of the year the gross sales that 
your store has rung up. 

Step Number Two is to take the 
total gross sales for one year and mul- 
tiply that figure by the percentage you 
intend to invest in advertising. The 
result is how many dollars you should 
allocate for your advertising. 

\ furniture-home furnishings store 
that I am acquainted with did $1.000.. 
OOO in one year: 


6.3 percent of its year's 
business in January 

6.5 percent in February 

7.6 percent in March 

7.5 percent in April 

8.6 percent in May 

8.3 percent in June 

8.6 percent in July 

9.5 percent in August 

9.3 percent in September 

8.8 percent in October 

8.4 percent in November 


10.6 percent in December 


DECEMBER, 1958 


\s compared with other kinds of 
business, this pattern is a relatively 
stable one and calls for no adjust- 
ments. If this store invested 6 percent 
ofits gross sales in advertising, its 
annual advertising budget would be 
$60,000. Then it simply would take 
the 360,000 and multiply it by the 
monthly percentage figures, above, 
and it would have the amount to in- 
vest in advertising each month of the 
vear. In January, for example, $60,000 
multiplied by 6.3 percent (which is 
the percentage of the year’s gross sales 
achieved in January), would come 
up with $3,780 to be invested in ad- 
vertising in January. The other 11 
months would be figured similarly, 
by multiplying the $60,000 by each 
month’s percentage of the annual 
gross business. 

Step Number Three is to allocate 
from 10 to 15 percent of the advertis- 
ing budget to direct mail. 

This is an important step. We find 
that all too many merchants fail to ap- 
preciate the fact that their best pros- 
pects are the customers they have 
served in the past. Why, heaven only 
knows. for your customers are yout 
very best candidates for additional 
sales. They already know you and 
your store. By far the vast majority 
of them are satisfied customers. Con- 
sequently, three or four times a veat 

at least-—-you should solicit them 
again. 

If the store we have cited as an ex- 
ample. doing $1.000.000 a vear and 
allocating $60,000 a year for adver- 
tising, earmarks 10 percent for direct 
mail advertising. that sum would be 
SO.000). 


Reporter's Note: Here is some sound 
advice for retailers. It was presented 
at the National Retail Furniture Asso- 
ciation’s Advertising Workshop in De- 
troit last September. Budd Gore has 
appeared in The Reporter before this 

. @s one newspaperman who tries to 
sell every retailer on direct mail. You 
may not entirely agree with Budd's per- 
centage breakdown under Step Three, 
but his basic thinking is sound. 


This store had three outstanding 
months in the vear—doing 10.0 per- 
cent of its business in December, 9.5 
percent in August, and 9.3 in Septem- 
ber. Therefore. we would recommend 
that it have three mailings a year, in- 
vesting $2.000 for each mailing. One 
mailing could go out in late July to 
further encourage August business: 
another in late August, to stimulate 
September and a third after Thanks- 
giving Davy to give added push to 
December volume. 

After the $6.000 had been ear- 
marked for direct mail advertising, 
the balance of the $60,000. or $54,000 
should be assigned to newspaper ad 
vertising. For it is newspaper adver- 
lising that furnishes your base. that 
gives you advertising that can be il- 
lustrated and read. 

The next important step in seeking 
more business, after your budget has 
been outlined, is to plan your promo- 
tions. Tragic to report, many a mer- 
chant tends to advertise his most un- 
wanted merchandise. He looks at his 
inventory. notes that he is overstocked 
with some items and dee ides to adver- 


Continued on Page 39 
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Technical subjects can sometimes seem pretty 
“dry” in direct mail. But a fresh trade char- 
acter approach for this firm puts new sparkle 
into an old H.O theme. Here’s how .. . 


“HUMPHREY CAMEL’’ 
PUMPS LAYNE 
THE WATER NEWSLETTER , 
Layne Northern Company, inc. RESULTS OVER 


DOUBLING 


“MAIN OFFICE 
©. Box 299 


401 S. Delowenz: Ave 
Mi 


NORTHERN COMPANY, 40] 
48. DeLorenzi Ave.. Mishawaka. 


Hi Chere! Indiana, manufactures industrial and 


municipal water wells and water 


I'M HUMPHREY CAMEL, THE OR /GINAL WATER ENGINEER. treatment plants . . . selling to engi- 
AB... neers throughout Indiana and Michi- 
= ... and I'm on my way to your Oasis! on 
— This trip to America all started when I was Layne Northern management has 
““""s* over at a new Oasis near the right bank of the en sincere believers i ire il 
been sincere believers in direct ma 
{ for many years. But . . . no matter 
I was lapping up some really delicious water what they tried—-letters. post cards. 
at a new well that had just opened up. You know folders, ete.they could never seem 
§ how it goes ... got to talking with some fellow ... | . sie 
trading experiences about water holes and the like. Next thing I knew to get more than five to ten replies 
I found out he was the American Engineer who'd installed this new Layne from a single mailing. And they were 
pump and well. Well, one thing led to another. Next thing I knew I never able to directly relate anv sales 
had signed a contract as a Water Engineer with the Layne-Northern Company i hei ails TI had 
I'm waiting for my plane to leave any time now ... so be looking for me at all to their mailings. They had just 
at your Oasis soon! about decided it was the “technical 


» us » Te 
There’s plenty of experience backing me up in my family. It was my accounted for low direct mai re 
grandfather Yogub Camel, as you know, who really pointed the way when turns. 
the Suez Canal was built - so water engineering is in my blood. 
A New Approach 

Water was pretty tight around the Sahara 

pumps put in. actually I Then Layne Northern called in Art 
or e came jump to go. n't need to carry a the excess water 
around if more fast flowing Layne Pumps and Wells are installed. Bate he lee a of Art Batehe Ide r Adver- 
tising, 725 W. Orchard St.. South 


So... until I get there, if it’s about water Bend, Indiana. to take a look at their 


just ASK THE MAN FROM LAYNE - he’1l put you on the right track program 
gram. 


Cordially yours, Art recommended completely 

new approac h whit h would com 
bine water pump information with 

The ORIGINAL Water Engineer entertainment and humor. The heart 

The Layne Pump of the idea was creation of an in 
teresting and amusing trade charac- q 

ter known as Humphrey Camel .. . 

OVER “the original water engineer.” 


Humphrey's job was to “write” a 
series of illustrated letters headlined 


The Water Newsletter. He talked 


This series of illustrated Water Newsletters is sent to 5,300 customers and prospects. Humphrey about water problems and their solu- 
Camel, the original water engineer, writes with authority . . . and the back of each letter : like the : ttn And the 
features a Hydrology Primer on the ABC’s of water. The amusing trade character and informa- tion like the top expert he is. And the 
tion combination has doubled direct mail results for Layne Northern. back of each Water Newsletter was 
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devoted to an illustrated “Hydrology 
Primer” . . . the ABC’s of water. 


All Employees Kept Informed 


Included with all of the newslette: 
mailings was a reply card offering 
free pamphlets on various water pump 
subjec ts. 

In addition, a special newsletter 
was created for Layne Northern's 86 
employees 
explain what their company does and 
how it does it. This internal newslet- 
ter accompanied copies of the Hum- 
phrey mailings, also sent to employ- 
ees to keep them informed. 


telling them how to 


Double Returns. .. 
And Definite Sales 


Humphrey Camel Water Newslet- 
ters like the here are 
now mailed to 5,600 prospects and 
throughout 
Letters 


ones show n 


Indiana and 
about 


customers 
Michigan. 
each. 
Although the trade character and 
his letters are only a few months old, 
Humphrey Camel has pumped Layne 


cost 


: Northern direct mail results over the 
hump. His entertaining and informa- 
tional newsletters have more than 
doubled the firm’s direct mail re- 

> turns. And for the first time. man- 


agement can now see a direct relation 
to a number of sales that have been 
made to the newsletter series. 
Humphrey Camel has brought live- 
ly new interest to water pumping . . . 
a subject which otherwise seemed 
pretty “dry” in direct mail.@ 
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THE 


WATER NEWSLETTER 
Layne Northern Company, inc. 


P. Box 299 Lansing MICHIGAN 
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Tne Layne Pump 
The Layne Screen 
Grave! Wal! Well 
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Phooey On Red Water! 3 


It all started when my sister Fatima had red-headed ee 
twins. As both she and her husband Yacub are blonds ee AP 
--- well, I need say no more -~- the scandal was sure 
terrific! Grandfather Yogub Camel restored peace by 
showing that it was all caused by the red water of the 
oasis which was the base for the caravan. From then 


ye Red water sure caused an uproar in our family. 


on no lady in our family would drink at that oasis --~- Ps 
and that caused plenty of difficulty with the caravan NS 
owners. But --- none of them's ever had red-haired i 


baby camels anymore either! 


Of course, you know just as I do that science has proven that red 
water doesn't cause red hair (don't ever let this news get back to Fatima 
and Yacub). But you DO know that red water raises hob with industries = 
and cities. ‘ 


Yes, there's lots of red water in Indiana and Michigan. But many bs oO 
industries and cities have let the Layne-Northern water treatment en- ri a 
gineers turn their red water into clear water. If you are worried about 
the cost --- stop worrying. It costs more to keep on having red water 
than to get rid of itl 


Read the red water leaflet I'm enclosing. If you want iron-free water 
--- send the return postage-paid card for more information that won't 
cost you a cent, If it's about water --- ASK THE MAN FROM LAYNE! 

Cordially yours, 
dumbhrey Camet 
The ORIGINAL Water Engineer 
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UPGRADING 
LETTER COPY 


by Paul J. Bringe 
Milwaukee Dustless Brush Co. 


Harry Maginnis sent me this letter 
over a year ago. He said “somehow 
or other it rubbed me the wrong way.” 
Read the letter and you will appreciate 
what an understatement that is. 

If you are looking for ways to 
antagonize your reader you will find 
plenty of tips in this letter. The first 
sentence could not fail to raise the 
hackle of a Casper Milquetoast. No 
man thinks he is inaccessible. Even if 
he is. he does not want to be told 
about it. The second sentence says the 


writer has been sending letters for 
“the past two weeks,” giving you 
visions of a man scribbling into the 
small hours of the night. But then 
you learn he sent two letters. He says, 
“Here is the third one.” That's cal- 
culated to make you ashamed of your- 
self for putting him to all that extra 
work, 

The chief fault of this letter is in 
the use of the word “busv” as an 
epithet. Now that’s unfortunate be- 


cause it is the busy man who has a 


real need for this equipment. He 


should be made to feel that being 


busy is a virtue, not a vice. 
Which brings up an_ interesting 
point. While some forms of advertis- 


ing. especially billboards. can occa- 


sionally make use of words in them- 


selves to attract attention (Fordward 
for Ford trucks), direct mail isn’t 
the place to practice this skill. If you 
have done a good job of list quali- 
fication your reader should be inter- 
ested in the product or srevice you 
offer. It shouldn't be necessary to 
beguile him with catchy words or 
phrases. 


It's been said an expert musician 
makes his audience forget the instru- 
ment while listening to the music. 
Similarly. the words we use in mail 
selling should not call attention to 
themselves—they should plant a direct 
and positive meaning and then be 
gone. Too much advertising gives star 
billing to WORDS instead of MEANINGS. 

The rewrite makes the assumption 
the reader is busy and desperately 
needs to save time. The letter talks 
about very little else. Generally. a 
good sales letter should attempt to put 
over just one major point and let the 
enclosures carry the burden of detail 
selling. If your letter gets the reader's 
interest and leads him to the litera- 
ture it will have done enough. 
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PHOTO- ENGRAVING 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 


Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P.S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
oid you with your pro- 
duction problems. Send 


$2.00 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 
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MAIL ORDER LISTS 


Write for Information—Ask for List No. 5 


ROSKA 


Clicks Like a Lock! 
Advertising with that 
tant ppeal” which tells 
—impells—sells. Be convinced! 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicogo 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


“Reed-able Copy” 


A Morthly Clinic: Conductih by Reed 


Who should write collection letters? 

The comptroller? The credit mana- 
ger? The sales manager? The office 
manager? The advertising manager? 

The object of every collection let- 
ter is to get the money owed but keep 
the friendship and continued patron- 
age of the debtor. As Jack Pharr. Ac- 
count Executive. Goodwill 
tion, Gastonia, North Carolina, puts 
it: 


Associa- 


Right now | am trying to create collection 
letters that pull in the money and keep the 
customers friendly. That's a real selling job 

. and one that’s often relegated to credit 
managers and bookkeepers who try to col- 
lect money with such phrases as “Whereas 
and therefore pursuant to our considered 
policy. . . .” The collection letter is a vital 
and often neglec ted area for the exercise of 
creative talent. 


So Jack. being a sales-minded per- 
son, uses the following long. but ef- 
fective, letter to collect past due ac- 
counts. This letter was sent to a group 
of really bad accounts. most of which 
had been marked off the books as un- 
collectable. Even so, the letter got cash 
from better than 10 per cent of these 
bad accounts: 


Dear Mr. Brown: 


I have many reasons to think of you as a 
good businessman, a man of honesty and in- 
tegrity. 


That's why | have been more than usually 
concerned that your account has not been 
paid, as you promised in our contract of 
May 22nd, 1956 (copy enclosed). 


Our Collection Department has written 
you, of course, and finally, after having not 
received payment, they placed your account 
with an independent agency for collection. 
This is a part of an orderly collection sys- 
tem which every successful business must 
have. 


This independent agency has been urging 
us to go after our money at full blast, taking 
whatever steps are necessary to collect, in- 
cluding filing suit. I have been holding them 
yack for months, hoping that you would 
pay off the balance. Now I am on the spot, 
and [ will have to turn them loose on your 
account. 


But, dog-gone it, I just can't let it go at 
that. Not without giving you a final oppor- 
tunity to settle this thing directly with me 

. and avoid the swirl of personal col- 
lectors, attorneys, suits, judgments, attach- 
ments, ete. . . . that spell embarrassment 
and inconvenience for you ... and added 
expense for us. 
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So, before letting our relationship plunge 
to this low level, | thought | would sit down 


and write you persenally to see if we 
couldn't get together on this thing. 
Here is where you stand: You owe us 


$275.00 (see status of account attached) 


Realizing that financial difficulties have 
probably been keeping you from paying this 
account off, here is what I propose 


First, to give you a chance to take action 
on this proposal, | am going to take the per 
sonal responsibility of telling our Collection 
Department to hold up action on your ac 
count for ten days. 


Secondly, | am enclosing an invoice with 
this letter in the amount of $91.66, which is 
one-third of the total you owe 


Here is your part: Write the Good Will 
Association a check for $91.66. Put it in the 
enclosed stamped, addressed envelope. Drop 
it in the mail to me. You don’t even have to 
write me a note; I'll know what your check 
is for. When it arrives, | will immediately 
tell the Collection Department to stop action 
on your account until November Sth. On 
that date I will send you another invoice for 
$91.67. The month after I'll do the same. In 
three short months vou'll have this account 
paid off in an easy and orderly manner. 


Doesn't that seem to be a reasonable way 
to get this worry off your mind? 


Then sit down now and take the first step 

write that check for $91.66. Drop it in the 
mail to me and let's settle this account on 
a friendly, personal basis 


Cordially yours, 
THE GOOD WILI 
Jack Pharr 


ASSOCIATION 


This letter really tells the debtor 
I’m on your side, want to save you 
embarrassment. I'm holding off the 
Credit Department. They want to sue 
you. But I believe you're honest and 
I value your friendship.” Applied 
salesmanship. 

Confronted with the same job of 
making a collection, perhaps a credit 
manager or the bookkeeper with 
his eye only on the money owed 
would go about it this way: 


Dear Sir: 

We have written you repeatedly about the 
amount of $275 which has been on our 
books for over a year. 

We now find it necessary to take drastic 
action. 

Unless we hear from you at once with at 
least a partial payment of this amount, we 
will be forced to sue. 

We know you don’t want this to happen, 
and it can be avoided if you will remit at 
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THE BIG “SHOW” 
IS ALWAYS ON 
THE INSIDE... 


. . 80 it pays to plan for 
“‘opening action”’ in every 
folder, booklet or mailer you 
produce. For real open-up 
power call for Peninsular 
Duplex Cover used for this 
message. This unique sheet 
provides a highly printable 
color on one side, with a clean 
white on the reverse! 


Either side may be folded out. 
Off-center folds to provide a 
contrasting flap are a natural. 
Duplex is also a fine solution 

for the many jobs which benefit 
a : a from a color cover, but require 
white on the inside for photo 
halftones. 


Peninsular Duplex Cover is 
available in 26 x 40, 200# in 
eleven colors, backed by white. 
Peninsular Bermuda Duplex 
Cover provides four pastel 
color combinations, 26 x 40, 
200+# only. 


When planning your next big 
““show”’ ask your Peninsular Mer- 
chant for Duplex samples . . . let 
your imagination go... 
you'll enjoy the results. 

LA 


PENINSULAR 


* Steck specialists ter ever 9° 


TUSCAN « ECONOMY « ORKID 

DUPLEX « BERMUDA « ZAMORA 

PAB « TWIN TONE « ANGELO 
WOLVERINE « SNOWEAVE 
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COLU MBIAN® Dusi-Grip® COLU MBIAN® 
FLAT MAILER SELF-SEAL® CLASP 
7 sizes 3 sizes 16 sizes 


"You know something, George? Now these six U.S.E. 
Envelope styles in 53 sizes can be mailed -- fully sealed 
-- at Third Class rates, without postal inspection notice. — 


“You know why? Because each of these 53-sizes measures more than five 
inches wide or more than 11% inches long!” 

That’s the new magic dimension for envelopes — 5” x 111”, according 
to the Postal Manual, Par. 134.81. 

This ruling is of special interest to anyone who mails circulars, merchandise, 
books or catalogs in envelopes at Third Class rates. Heretofore, you were limited 
to an envelope which could be opened for postal inspection: for instance, 
the “‘postage-saver” style, or something with a mechanical fastener. That 
narrowed your choice considerably. But now you can fully seal and mail 
this matter at Third Class rates in envelopes of any style if they measure 
more than 5” x 11%” in either dimension. You don’t have to mark them 
for postal inspection. 

One result of this liberal ruling is that we are now supplying the Booklet 
Postage-Saver envelopes fully gummed without extra charge. That’s just 
one style. There are many other possibilities for this use in the U.S.E. 
Envelope line, as you will see when you read this Post Office regulation. 


For a free copy of this Post Office regulation, along with our new improved Envelope Selector Chart, 
just pin this ad to your letterhead and send it to Advertising and Sales Promotion Department-- 


U.S.E. protects you Pu with uniform quality - guaranteed 


UNITED STATES ENVELOPE 


list 


— 

a OW 7 

| 

2\ Cypress 

MASSACHUSETT 

JNGFIELD 2 

BOOKLET OPEN END 

OPEN SIDE Gummed or STYLE 

8 sizes Self-Seal® 7 sixes 

‘Om 

= 
3 

: 
7 

COMPANY Springfield 2, Massachusetts 


get the 
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DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 
mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


100,000 Mail Order 
Vitamin Buyers 


CANADA 


Also Large U.S.A. List 


VITASAFE PLAN (Canada) Ltd. 


394 Symington Ave., Toronto 9, Ont. 


VITASAFE CORP. 
43 W. 6Ist St., New York 23, N.Y. 
Phone: Circle 5-1600 
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COPY 


thot makes SENSE 

that makes SALES 

thot mokes BUYERS wont 
to do business with you 


Write me about your plons 
or problems 


All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . . . Dortnell Gold Medal . . . 
Editor of IMP, “The world’s smallest 

house orgon” 


Farmer’s Names 


Write for information—Ask for List No. 3 


ROSK POST OFFICE BOX 855 


KANSAS CITY 41, MO. 


least a part of the amount owed as evidence 
of good faith. 
Yours truly, 


Perhaps our contrived example of 
how a credit manager writes a collec- 
tion letter is overdrawn. But maybe 
letters as bad as this one are frequent- 
ly mailed from your accounting de- 
partment. Many credit men do have 
the salesman’s attitude. Too many of 
them don’t. 

There's no use belaboring the idea 
that it is necessary to put “sell” into a 
collection letter. There's a psve hologi- 
cal effect of having a letter asking for 
payment coming from the sales de- 
partment. 

Here is a suggested letter. written 
by a sales manager. which does a 
much better job than the threatening 
type of letter a credit manager or- 
dinarily writes when an account gets 
out of hand. 


Dear Mr. Brown 


Here is our October statement showing a 
balance of $136.00 due us from July 29 


Normally our accounting department 
handles all collections and | concentrate on 
sales. But when a good customer like you is 
more than thirty days past due it bothers me 
a lot 

It usually means if you want quick ship- 
ment on an order | must de a lot of pulling 
and hauling with accounting to get an O.K 
At best that involves a delay on vour orders, 
and it sometimes means shipme nt can’t be 
made at all. 'm willing to do most anything 
to avoid having a credit man tell me I can't 
sell to a good customer 


( an vou send meiaé he« k in ten days? 
Send it to my persenal attention so I can 
present it with a flourish to our accounting 
people. It will help to prove a point. 

Sincerely, 


Sales Manager 


Some of you credit managers might 
want to come to the defense of your 
profession. Send in the letters you 
have used to collect over-due money 
and yet retain a customer's business. 
We'll print them. If you want to re- 
main anonymous we will not mention 
your name, your company name, your 
product, or any other points of identi- 
fication. 

How do you feel about collection 
letters? Should they be written from 
the accounting department or from 
the sales department? Let's hear from 
you. 


“Not For Pleasure?” 


We read it twice in one day. Once 
in an ABP advertisement. Referring 
to business paper readers. We came 
across the phrase again in a review of 
THE COPYWRITER’S GUIDE which will 
be published this winter by Har- 


pers & Brothers. The same idea ex- 
pressed in a different way, “. . . busi- 
ness magazines (are) read for infor 
mation alone.” 

The inference in both of these 
quotes is that anything will be read if 
it contains information the reader 
needs or wants. We heartily disagree. 
kven though a man may read for a 
profit. he may never get to the “meat” 
he wants unless the article or the ad 
vertisement is interestingly written. 

Even information facts about a 
product or process can be written In 
such a way that it gives the reader 
pleasure New ideas can be presented 
in such a way that they are easy to ab- 
sorb or written up to transfer some of 
the writer's enthusiasm for the idea to 
the reader. Such articles, such adver- 
tisements. such direct mail gives the 
reader pleasure as well as information 
and facts. 

Every reader is a human being 
whether he be by profession an en- 
gineer, a doctor, a butcher, a baker, 
or candlestick maker. He won't wade 
through ponderous writing to discover 
a piece of information hard to dig out 
from polysyllabic words and long, 
labored syntax. 

Sure. a reader wants facts. But he'll 
be more apt to get them if you present 
them interestingly and entertainingly 


Writer's Block 


Writing is hard work as anyone 
who makes his living with his type- 
writer will tell you. There are days 
when ideas just won't come. There are 
days when nothing you write seems to 
be any good. Among writers this is 
commonly known as “Writer's block.” 

But Henry Myers, a teacher at New 
York University. and author of “The 
Utmost Island.” has issued 10 rules 
for avoiding the writer's block. His 
rules are for authors of books. Some 
of them apply also to writers of direct 
mail copy. 

Here are the 10 rules: 

1. When you finish writing for the 
day, never complete your last sen- 
tence. 

2. When stymied, retype or rewrite 
your last page. even if you think 
there’s nothing the matter with it. 

3. Make a rash promise on dead- 
lines. 

tL. Habitually use some implement 
of writing to which you are senti- 
mentally attached. 

5. If the next thing you want to say 
is not very clear to you, try writing it 
just for yourself without thought for 
style. grammar. or punctuation. 

6. Try dictating. 

7. Imitate the rhythm of your favor- 
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ite writer, or of any other writer. 

8. Set yourself a daily quota of 
words. 

9, Never have only one writing 
project in work. Have a dozen. 

10. Do not “feel” what you are writ- 
ing while you are writing it. 

One other remark of Mr. Mvers 
makes wonderful sense. He says most 
sO-¢ alled hlo« ks are disguised forms of 
laziness. 

That is so true as every sharpener- 
of-pencils. taker-of-walks-around-the 
block. changer-of-tvpewriter- ribbons 
knows 


RETAIL BUSINESS 


fontinued from Page 29 


tise them in a desperate eflort to get 
rid of them. I hate to report this, but 
planning of that character is doomed 
to failure. For advertising sells best 
when the advertised items are the ones 
that sell by themselves. on the floor 
ot your store. To succeed. you play 
the winners, not the also-rans. 

I know a merchandise manager of 
a most successful store who does noth- 
ing but ask his most experienced sales- 
people what is selling best. When he 
finds out. he re-orders and advertises 
those items. As a result of this tech- 
nique, his advertising pays most prof- 
itably. He gets response. He gets more 
business than his competitors. 

You can, too. Simply advertise 
“hot” items rather than “turkeys.” 

The other point about planning ad- 
vertising: Leave enough room in each 
advertisement to mention something 
favorable about your store and _ its 
personnel. Customers like to do busi- 
ness with people they KNOW and 
LIKE. So tell about how long your 
store has been established. how many 
satisfied customers you have served, 
how you make a fetish of insisting 
that your salespeople be courteous and 
well-informed, the care you take to see 
that vour merchandise is fresh and 
new: the insistence that only true val- 
ues are sold... that your customers 
get their money's worth. These are 
subjects that prospects like to know 
about and customers like to be re- 
minded about. Tell them, so your store 
creates and maintains a_ favorable 
image ... so people reading your ad- 
vertisements are reassured .. . so that 
your good character is established 
and re-established day in and day out. 
all of the time. 

In my book, copywriting is exceed- 
ingly important. If vou can’t afford 
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CHARTER MEMBER: National Council of 
Mailing List Brokers 


complete FREE details about the many 


SEND THIS COUPON! it will bring you 


excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 
service is FREE. Simply send the COupen. | 
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“Pay Doctor to Stay Well” 


Ahrend Services Turn Your Promotional Dollars into 
Healthy Producers! Get the Most Effective Sales Pro- 
motion for Every Penny You Spend— Call AHREND 
NOW! Call PLaza 1-0312 or write Herb Ahrend, 


AHREND 

ASSOCIATES 

Planning, Art, Copy, and Complete Production of — 

CATALOGS POSTERS «DISPLAYS SALES LETTERS BROCHURES 
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Chinese Proverb 


601 Madison Ave. 
NEW YORK 22, N.Y. 


to hire an outstanding copywriter, 
then take to THE book on the subject: 
The second edition of Clyde Bedell’s 
“How To Write Advertising That 
Sells.” published by McGraw-Hill. 
Buy the book (any bookstore will 
order it for you if it isn’t in stock) 
and master it. | know of one merchant 
who never thought of himself as a 
copywriter, who read the Bedell book 
three times through. carefully and in- 
tensively, and who today turns out 
headlines that stop and sell readers. 
and body copy that both informs and 
persuades, So either pay well for skill- 
ful copywriting or master the Bedell 
book. For all too much advertising 
fails to sell because the copy is dull 
and clumsy and ineffective. 

Finally, comes the matter of show- 
manship. This is an art. Some persons 
seem to be born with the ability: but 
all persons can become showmen if 
they will but make the effort. Basi- 
cally, showmanship consists of an 
ability to do things with a flair and 
a flourish. 

\ showman won't just have a store 
front. He'll have a striking. identify- 
ing sign. He'll fly the American flag 
out front. He'll have flowers in boxes 


beneath his store windows, or hanging 
in baskets from the store sign. When 
a prospect enters the store. the show- 
man will greet him, courteously and 
sincerely. Perhaps flowers will be 
given the ladies. balloons to the chil- 
dren. or hot cups of coffee or iced tea 
to adults. In one way or another, the 
prospect will be welcomed: and when 
he leaves the store he'll be thanked 
for coming in, whether he buys or not. 
you gain busi- 


You do business .. . 
ness . . . through friendship, not 


through treating the people who enter 


your doors as though they were just 
so many two-legged creatures. 


\ showman will participate in civic 
and charitable activities. in business 


organizations. He won't just sit on 
the sidelines or drag his feet. He'll 


work for the improvement of his com- 


munity. and do it with distinction. 


A showman will dramatize his store 


and his merchandise. His displays 
will be exciting. He'll employ sound. 
motion and color whenever he can. 
He'll have an attractive place in which 
to shop, a store that people look for- 
ward to visiting because “something 
is going on all of the time.” 

How vou become a showman? You 
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read about others who have succeeded, 
all the way from P. T. Barnum to the 
late Michael Todd. So make your way 
to the public library and ask the li- 
brarian to lay out a plan of reading 
that will teach you to become a show- 
man. It is that simple. ii you will but 
provide the effort to learn. 

Out of all this will come increased 
business. You will get MORE busi- 
ness without question, if you budget 
intelligently, if you plan carefully, if 
you write copy with skill. and if you 
become a showman of note. 

Why should you do this? 

Well. if vou don't. you'll have just 
inother store that staggers along and 
is likely to be driven to the dust of 
bankruptey by competition. 

But if you po give your promo- 
tional efforts the attention and skill 
that they deserve. you'll make a mint 
of money and you ll lead a highly sat- 
isfactory business life. 


A GOOD SOLUTION 
TO A PROBLEM 


A year ago (December, 1957 Short 
Notes) we kicked about an airplane 
manutacturer in California returning 
all Third Class mail addressed to em- 
ployees. In June 1958 Scuttlebutt we 
told more of the story . . . how the 
idea had spread among other manufac- 
turers. Among the firms mentioned 
was the Syracuse office of General 
Electric Company. 

Since then we've been in touch with 
executives at General Electric and also 
with officials of the National Office 
Managers Association. We all have ap- 
preciated the tremendous mail handl- 
ing problem of large corporations with 
thousands of employees, but we didn’t 
want to see a situation develop where 
most corporations would refuse to de 
liver all Third Class mail. 

We are now glad to reprint letter 
received from General Electric report- 
ing on the results of their investigation 
and the establishment of a definite 
policy for mail handling. It seems like 
a logical solution 

All direct mail advertisers should 
read the last paragraph carefully. Try 
to cooperate, as suggested in Mr. Brad- 
ford’s letter. Keep this report for fu- 
ture reference if you are bothered 
again by returned industrial Third 
Class mail: 

Dear Mr. Hoke 


Some time age 
our Apparatus Advertising Department 
called my attention to a third class mail 
procedure that was being followed by our 
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Syracuse operations. | understand that thi- 
is familiar to you and that you are anxious 
to see it corrected since it represents a 
serious hurdle to direct mail advertising. 


Following correspondence and discus 
“ons with our Syracuse people, you will 
be interested to know that the previous 
system wherein some classifications of 
third class mail were not delivered to per 
sonnel within the Company unless more 
specie address was supplied has been 
modified. Effective immediately the depart 
ment in charge of mai! handling in Svwra 
cuse will adopt the following procedure 


They will ask recipients of third class 
mail to request the mailer to remove their 


names from lists of unwanted material 


2. Thev will ask re« ipients of third class 
mail to provide home address information 
for mailings on personal items, 

3. They will ask recipients of third class 


mail to furnish up-to-date company address 
information for material of significance to 


the conduct of the business. 

1 am sure you will agree that this is 
a very constructive approach to the prob 
lem. (The situation is aggravated in Syra 
euse by the fact that mail for almost a 
dozen plant locations all funnels through 
one box office address.) 

The job of directing mail to nearly 


14,000 people in a dozen different loca 
tions becomes a monumental one. If, 
through vour good offices, you can en 
courage advertisers to help simplify such 
problems, I know it will be appreciated 
by the mailing staffs of organizations 

like the General Electric 
are obliged to underwrite such major ex 


Company— who 


pense to see that the mail gets distributed. 
Very truly yours, 
G. A. Bradford 
Consultant 
Advertising & Sales Promotion 


GAB:rm 


HOW TO 
LICK A STAMP 


One of the best of recent speakers at New 
York’s Hundred Million Club was Velma 
Frances who appeared recently with a 
talk titled: “How To Lick A Stamp’. Her ex- 
planation of the amusing title actually covered 
three ways “‘to lick a stamp to beat 
high postage costs and lick direct mail prob- 
lems. We wish we had room to print her whole 
talk. But this condensed, digested version covers 
one of the big highlights of “How To Lick A 
Stamp’ 

At Time we have been freeing direct 
mail from some of the promotion bur- 
den in order to use it more fully in the 
manner and to the lists where it gives 
us the greatest advantage. And mean- 
while we have been exploring other 
supplementary mail order methods. 

One is a little greeting card which 
we tested recently for a short term 
subscription offer. It’s a genuine greet- 
ing card which we worked out with 
OZ, the Wizard of Cards. We found 
out to our surprise that you just can’t 
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adapt promotion copy and art to this 
technique. It’s an entirely different 
world. 

For example, our original greeting 
card said “Is keeping up getting you 
down?” and it carried a cartoon 
of a poor citizen lugging the whole 
world on his shoulders. Inside, was the 
happy solution: “Let TIME keep you 
on top of the world every week”. We 
thought we were pretty smart 
until we showed this to the man who 
does the genuine thing. He was horri- 
fied. No greeting card asks a question 
like that or looks like that. Evid- 
ently you can congratulate people or 
commiserate with them or insult them 
in greeting cards . . . but for Pete's 
sake don't ask a question that requires 
them to think! So we had to start the 
other way around with a brand new 
but typical greeting card approach 
converted to our message. 

Another off-beat piece approach was 
our Silly Signs sent to college 
students. We had 24 different signs on 
a great range of color stocks, all mixed 
up as much as possible. One student 
would get a slogan that said “I may 
look busy but I'm only confused 
without TIME”. His roommate would 
get one that said “Please be seated 
while the room is in motion—and put 
down that copy of TIME”. They were 
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a sensation on the campus and requests 
have poured in ever since for complete 
sets 

In direct mail, we have a long term 
story. That’s one of the points I want 
to make on how to lick a stamp — 
which is to use it. To use direct mail 
as effectively as possible for the things 
it is suited for. Obviously mail is the 
undisputed best way of talking to peo- 
ple with whom you have already estab- 
lished some relationship, people al- 
ready in the famils 

But it’s not only highly personal, 
it's also highly flexible. So we try to 
take full advantage of this in our mail 
to new prospects. We are constantly 
testing our mail against itself. I'm not 
going to go into all the ancient argu- 
ments on the validity of tests — Ill 
only say that we take them with a few 
grains of salt and do find them a use- 
ful guide. 

Which brings me to the stamp again. 
The stamp I originally had in mind, 
the one we've begun to lick at TIME, 
is a stamp that for quite a while now 
has been tipped on to one of our letters 
to be used as return postage. In test 
after test this stamp device has man- 
aged to beat every other letter. 

At the end of every test we've still 
had the challenge of licking it. 

Of course, the obvious question is, 
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‘Why bother? If you've got a good 
thing why not ride with it?” Well for 
one thing the new postal increases 
mean that every one of those stamp 
letters now ts costing us a penny more 
so it’s got to pull a lot better than 
it ever did to hold its own in the year 
ahead. But that’s not the main reason 
The plain fact is we don't like 
to ride with a good thing too long. 

There must be something better we 
aren't doing. 

How to lick a stamp — in our case 
this stamp letter is simply hew to 
beat the best thing you've got, the best 
thing you've done yet. We are current- 
ly out to lick it with copy alone 
no stamps, no anything. And I'm de- 
lighted to report that our new letters 
have given it a fearsome run for its 
money, and one is licking it... a 
completely relaxed, low pressure letter 
about Time’s editorial style. 

So whatever your own particular 
success is, that’s the thing for you to 
beat. Not somebody else’s promotion, 
but your own. Because whatever you're 
selling is entirely different from what 
your competition is selling. 

If there’s too much copying we find 
the mail one season all full of pop-up 
cartoons and the next season loaded 
to the hilt with savings stamps in all 


colors and shapes (as it is might now) 
This doesn’t do mail much good or 
you much good. It's far more impor- 
tant to know what you’re tryin to say 
about your own special baby. 

You're the only expert. And your 
own promotion sets the standard you 
have to top. ¢ 


COUPON INFLUENCES 
TEA BUYERS 


A survey to determine if tea-buyers 
bought an instant powdered tea prod- 
uct for the first time as a result of re- 
ceiving a mail coupon was recently 
completed by The Reuben H. Donnel- 
ley Corporation of Chicago. 

Money-saving coupons were mailed 
to residents of a west coast city after 
the product had been on the market 
for some time. Between three and four 
months after the coupons had been 
mailed, questionnaires were sent to 
2,774 householders who had redeemed 
the coupons. 31.2 returned the ques- 
tionnaire 

Although the major purpose of the 
survey was to determine the percent- 
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age of housewives who bought the 
product for the first time as a result 
of the coupon, this question was not 
asked directly. Instead, redeemers 
were asked when they had first tried 
this brand of powdered tea. 

More than half, or 52.6°% said they 
had purchased the instant tea for the 
first time within the past three months 
So it was likely that the great majority 
of these people bought the product as 
a result of receiving the coupon. 

Answering questions about what 
kind of tea—loose tea, tea bags, etc 

they had during the past 
month, many women said that more 
than one type had been on their pantry 
shelves during that period. But 67.0% 
indicated that they had used powdered 
instant tea during the 30 days. ¢ 


used 


DO-IT-YOURSELF 
EMPIRE BUILT BY 
TANDY LEATHER 


Reporter's Note: When Gerald Rolph, presi 
dent of the U Do It Company in Ft. Worth, 
Texas, read the story about 3 Suisse Company 
of Belgium in the July, ‘58 Reporter . he 
was reminded of the efforts of Tandy Leather 
Company here in America. Mr. Rolph, who says 
“the similarity of the two companies and their 
methods of operation is quite unusual,” sent 
us this interesting report on Tandy’s operation 


About ten years ago, Mr. Charles 
Tandy of Ft. Worth, Texas started a 
shoe findings business. He has since 
built a leathercraft empire which now 
consists of more than 90 stores 
doing well over $10,000,000 per year. 
They sell to hobbiests, schools and 
professional leathercrafters. 

Present plans call for opening 36 ad- 
ditional stores in the next year and a 
half. Five of these will be located in 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 


REPORTER REPRINTS 


HENRY HOKE LIBRARY 


Reprints of Fact-Filled and Idea-Stimulating 
articles from The Reporter of Direct Mail 


Advertising: 
; 1 49 WAYS DIRECT MAIL CAN BE PUT TO 
. WORK IN YOUR BUSINESS: A check list. Find 
out how many of the 49 ways you can use in your 


PARTNERS IN PROFIT: An outline of Rust- 
Oleum’s (paint manufacturer) successful manu- 
facturer-distributor campaign ......... 


3 SALES MANAGER WITHOUT SALESMEN: 
Paul Bringe, sales manager, Dustless Brush Com- 
pany, Milwaukee tells how he replaced salesmen 
with direct mail advertising ................ 25¢ 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letter- 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY: Gives a com- 
plete direct mail program used by Lynn’s Dis- 


cig tinctive Apparel Shop, Peoria, Illinois. Can be 


adapted to other retail stores ............. 25¢ 


6 BENJAMIN MOORE MAILS CANNED TRICKS 
TO CAPTURE WEST COAST PAINT DEAL- 
ERS: A playful report on paint promotion .. 10¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL: Four formulas on how to make your direct 
mail better. An outline for thinking ........ 25¢ 


10 CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes... 
thru readership studies. Leonard Raymond of 
Dickie-Raymond, Boston, reports of 5 studies giv- 
ing results and illustrated material ........ 35¢ 


24. INDUSTRIAL DIRECT MAIL—Agency man Bob 
NEW oa ay, Waldie & Briggs, Chicago shows results of 
4 direct mail programs for clients plus readership 

results of each. Mailings illustrated........ 25¢ 


25 CHECKLIST FOR SELLING... This is a 50 step 
NEW method used by Old American Insurance Co., 
Kansas City, Missouri for making sure (ahead of 

time) that their direct mail package (envelope, 
letter, business reply, order form) is complete 

and well designed. It’ll help you prejudge your 


26 CLASSIC CASE HISTORY. This six page feature 
NEW illustrates and tells about the glamorous 16 piece 


, campaign produced by Union Bag-Camp to pro- 
mote its multiwall industrial bags to industry. 


27 HOW GOOD ARE RETAIL MO CATALOGS? 
NEW Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You'll learn why 

top retailers consider this “department” essential 


Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 


13 DOGS THAT CLIMB TREES: A personal ad- 
venture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 


error the fundamentals of direct mail advertising 
$1.00 


4 HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s .......... $1.50 


15 HOW TO THINK ABOUT DIRECT MAIL: In five 
easy to read sections, it gives the basic essentials 
for the successful use of direct mail ...... 


HOW TO THINK ABOUT LETTERS BY 
HOWARD DANA SHAW: A reprint of thirteen 
thought provoking articles by the Philadelphia 


17 HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 


18 HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific manage- 
ment, promotion, publicity or sales problem $1.00 


19 HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many 
people to do a better job with their direct mail, 
whether it be simple or elaborate .......... $1.00 


20 HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field... _ attempting to 
define “the real secret of success” ........ $1.00 


21. HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting MAINCOMANCE $1.00 


22 HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertising . ..$3.00 


23 1 complete set of ten direct mail books packed in 


21 22 23 ...24 ...25 ...26 ...27 
[}) Send me your quantity price sheet. 
[) I’ve checked items wanted above and am en- 
closing check in payment. 
The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N. Y. 
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Canada, which are the first of these 
stores to be located outside the coun- 
try. (Mr 
in the territory of Hawaii.) 

The Tandy Leather Company meth- 
od of operation requires extensive use 
of direct mail. They print two 100 
page catalogs a year, 700,000 copies 
being printed of each run. Including 
the other material that is mailed, the 
Tandy Leather Company mails well 
over 3,500,000 pieces of literature a 


landy already has one store 


year 

Different phases of the Tandy sell- 
ing Operation include instruction 
books, films and teaching aids which 
are directed to arts, crafts and manual 
arts school instructions. They also sell 
subscriptions to The Leather Crafts- 
man magazine (6 issues per year for 
$2.00). And of course, hundreds of 
leather project items . . . ranging from 
cigarette lighter covers to horse sad- 
dles 

Their major catalog efforts are pro- 
duced on 22 Ib paper thus reducing 
the mailing cost almost half of normal 
catalog paper. The style or presenta- 
tion of the material is unique and is 
a proven technique for the Tandy 
Leather Company. Attempts at chang- 
ing this style toward Sears, Roebuck 
or Montgomery Ward style has 
proven unsuccessful. 

Tandy has, however, used color. . 
for special Christmas efforts. But in 
the long run, it has been Mr. Tandy’s 
consistent use of direct mail, building 
prestige for the leathercraft field, that 
has made the firm successful. Tandy’s 
is another outstanding example of an 
idea being built into an empire 
through successful direct mail promo- 
tion, 


AIN'T THAT SUMPIN’ DEPT.—A 
Buffalo post office worker was award- 
ed a certificate of merit and $12.50 
for a great idea. He and other mail 
handlers were bothered by exhaust 
fumes from mail trucks at the loading 
platform. His suggested solution: turn 
off the motors! * After months of in- 
vestigations, the Civil Aeronautics 
Board announced, in a 60-page report. 
that the collision of two air liners 
ever the Grand Canyon. which took 
28 lives “probably occurred because 
the pilots didn’t see each other in time 
to avoid it.” 

* Thanks to Chicago adman Leo P. 
Bott, Jr.. for telling us about it in his 
humorous monthly newsletter, “Bott- 
Shots.” 


HARD SELL? ... OR SOFT SELL? 


Hard sell or soft sell? That is the 
question asked and answered in 
a dramatic series of three mailings 
created by The Cyrus Sklar Company. 
350 Sth Avenue, New York. 

The creative design and promotion 
agency produced three photographic 
situations to illustrate the point: no 
matter whether it’s hard sell or soft sell, 
“better sell” can be obtained by calling 
Cyrus Sklar. 

Each photographic situation used 
for the headlines “Hard Sell” and 
“Soft Sell” was beautifully reproduced 
by letterpress in an 8'2” x 11” Krome- 
kote format. Next to the line “For 
Better Sell” on the inside was Cyrus 
Sklar's embossed calling card 
smartly attached to the piece with 
gold picture mounts. 

The campaign was directed to 160 
hand-picked names in top companies 
the agency was trying to reach. These 
prospects each received one piece a 
week . . . without any cover letter or 
reply card. It cost the agency $1.50 
each to reach them. 

Soon after the last piece was de- 
livered, Cyrus Sklar Company followed 
up each name on the list with a per- 
sonal phone call. They found enthus- 
ilastic, eager-to-talk prospects. And 
after talking, three of the top firms 
are now ready to become CS accounts. 

Milton Pedolsky, CS art director 
who conceived the campaign, said 
that cover letters and reply cards were 
purposely left out so there would be 
no distraction from the initial impact 
of the dramatic photography and in- 
side copy. He admits many experts 
advised him against skipping cover 
letters and reply cards . . . but he fol- 
lowed his hunch on the one-two punch 


of dramatic impact in print, then per- 
sonal phone calls. The “Hard Sell,” 
“Soft Sell” combination worked ... 
beautifully. 

The Cyrus Sklar agency, which has 
been turning out sales promotion ma- 
terial since 1946, is no newcomer to 
direct mail. They were responsible for 
the artwork in Kimberly-Clark Paper 
Company's recent DMAA award-win- 
ning Campaign. ¢ 


THE DUPLICATION 
PROBLEM 


Horizon magazine has come up 
with a skillful way of handling com- 
plaints about duplications on mailing 
pieces. When recipients complain . . . 
they receive a friendly, three-para- 
graph letter personally typed from 
Deborah Lee . . . apologizing but en- 
closing a two-page “interoflice memo” 
from “our Reader Service Manager.” 
The memo deserves reprinting here 
... for others could use the same ty pe 
of explanation. 

Once in a while a reader will tell us he 
has received two (or more) copies of one 
of our mailing circulars. He is likely to be 
puzzled or annoyed by this duplication and 
apparent waste of our promotion material. 

Since there is no sure cure for this dupli- 
cation in the present state of the art, we 
must ask our readers’ indulgence and under- 
standing. This is why: 

To begin, any magazine or book has only 
a few methods of sale available: 
1—the usual retail outlets of bookstores and 

newsstands 
2—coupon advertising in magazines and 

hewspapers 


THE REPORTER OF DIRECT MAIL ADVERTISING 


> 
A . 
a 
4 
2 
4 
3 
44 
te E 


the independent igent anyone trom a 
housewite to a rather big local business 
man who sells magazine subscriptions 
on COMMIssion 

professional held-selling agents “col 
lege-workers-through” who are good at 


getting their foot in a door 
direct maul 


Ot the ibove, we use retail bookstore 
sales, advertising coupons, a few independ 
ent agents, and direct mail overwheim 
ingly the last of these because direct mail 
is by tar the most ethcient as well as the 


lowest pressure method of sale 


It is most efficient because a letter doesn't 
put a toot in the door, and is only one sec 
ond away trom the re« ipient’s waste basket 
By its very nature, an honestly written let 
ter will never rush anyone into buying some 
thing he isn’t pretty sure he wants—and we 
try to keep ours from being garish or hor 
tatory 


Also, a well-designed circular can give a 
quick, accurate “look 
book, and direct mail is the most economical 


see at a magazine or 


method of sale. This is true because we can 
direct our mail to the people who can most 
logically be expected to be interested in 


our publications people who have an edu 

cation and position in life which makes 

them our logical readers and subscribers. 
Unfortunately, there is no such thing as 


one list of these nice people. We find some 
because they have bought products some 


what similar to ours: some because they 
have gone to good schools others because 
of their standing in their community or in 


their field of work: and others because they 
are recommended by present readers. 


“oO, if we are to come close to reaching all 
these pote ntial readers, we must use not one 
big “phone book” list. but many small 
“tailored” lists which we rent when we 


* Inevitably, some duplica 


make a mailing 
tion occurs among a dozen or so of such 
lists. And it is literally impossible to check 
the lists accurately against each other or 
against our present list of readers ‘if, in 
deed, the list owners allow us to attempt 
such a check). A difference in address 
(home and office or street and box number) 
or a difference in name (Mrs. John Jones 
and Mr. J. Thomas Jones) makes such a 
cross-check even more difficult. No amount 
of care can insure 100 per cent accuracy 


Thus we know ahead of time that there 
will be duplication. It is always well under 
10 per cent and usually about 2 or 3 per 
cent. But it does occur Moreover, every 
mailing seems to pile letters on a very few 
innocent people, who suddenly get two to a 
dozen letters all alike 


But even with this waste. direct mail is 
not at all expensive, either for us or our 
readers. It is our most economical method 
of obtaining orders and compares most 
favorably with the usual retail mark-up, a 
fact which has a lot to do with the low 
prices of our products (E.g.. a copy of 
AMERICAN HERITAGE is a fine buy at 
$2.95 in a bookstore—yet subscribers can 
get their copies for less than $2 each!) 
Mrange as it seems, the clerical cost of 
weeding out duplications would be about 
three times as costly as mailing them. 


We can guarantee that the mail we send 
out will be a straightforward offer, not hid- 
ing in a “blind” envelope, both labeled and 
backed by the name of our company. We do 
our best to make our circulars informative 
and entertaining for the non-buyer as well 
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is for our customers 
But we can't control duplications. When 
they oceur, all we can do is explain and 


apologize 


E.J. 

Because we must de ype nd to a great extent 
on these rented lists, it is impossible for us 
to remove a name on request. We do not 
control the lists and are unable to determine 
which of the. perhaps, twelve or fifteen lists 
used on a given mailing contained the name 
in question, unless the inquirer includes the 
kev number of the letter he received 


SATIRICAL 
ANNUAL REPORT 
UNLIKE ALL OTHERS 


A hilarious tenth annual report was 
recently published by Granny Goose 
Foods of Oakland, Fresno and Sacra- 
mento, Calif. It spoofed all the formal 
annual reports. It was a 44-page 8'2” 
x 11” collection of zany blown-up 
photos and a brief caption on right- 
hand page only. (Left-side pages were 
blank.) 

Granny Goose produces potato 
chips, cocktail crackers, etc., and has 
grown from a $320,000 volume in 
1948 to an estimated more than $10 
million in 1958. They serve 10,000 
food store accounts in northern Cal- 
ifornia. 

rheir report pictures were wonder- 
ful. One showed a Roman chariot as 
an example of “modernized delivery 
fleet,” (A smaller caption at bottom 
of page mentions that 105 trucks are 
serving the customers.) Another full- 
page photo was captioned: “A weekly 
board of directors meeting.” It showed 
one man seated in a wintertime out- 
door amphitheatre with rows and rows 
of empty seats. Only serious note was 
this inside back cover message: “A 


70,000 Canadian 
Long-Playing Record Buyers 


MAILING LIST 


Separated Into 


Classical e Jazz « Opera 
INQUIRE: 
Masterpieces of Music Ltd. 
394 Symington Ave., Toronto 9, Ont. 


or EUGENE AUERBACH 
New York Phone: Circle 5-1612 


EXECUTIVE LIS 


Write for Information—Ask for List No. 2 


ROSK A POST OFFICE BOX 855 


KANSAS CITY 41, MO. 


FOREIGN COIN 2° 
PROMOTIONS! 5% 


Send for FREE Catalog or $1 Sample Ki A 


ROYAL COIN CO., INC. 


47-R WEST 46th ST., NEW YORK, N. Y. 


Automatically Typewritten 


HOOVEN LETTERS 
WESTBURY LETTER SERVICE 


2001 Wellington Court, Westbury, N. Y. 
Edgewood 4-2383 


PREMIUM LISTS 


Write for Information—Ask for List No. 4 


ROSKAM 
PA CATALOG 


OF GRAPHIC ARTS 


A 
“a ands of items for every 


Hundreds of wood and 
metal type faces, thous- 


graphic arts use. One of 
the largest, complete, illustrated cat- 
alogs in entire history of the indus- 
try! Send $2.00 to cover cost of 
printing and mailing REFUNDED 
WITH YOUR FIRST ORDER! 


AMERICAN WOOD TYPE MFG. CO. 


Dept. R 42-25 Ninth St.. L. 1. City 1, N.Y 


ART BY SPECIAL DELIVERY 


Need creative art to spark your basic idea and 
make your advertising sales-producing? Then 
send us copy and rough and our staff of 4-A 
artists will send you a comp. that will provide wed 
“merchandising and sell’’ you must have to make 
those space and direct mail ads sparkle. Our staff 
is made up of men who have top jobs but want ¢ 
extra money. Reasonable rates 24-hour delivery. 
Write For Our Unusual Offer. 

VIEW-POINT 143 Madison Avenue, N.Y. 16, N. Y.¢ 
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Note to Our Customers: We hope 
you've enjoyed our ‘Report’ and that 
it reflects some of the pleasure we've 
had in doing business with you during 
the past years. It's you who are re- 
sponsible for whatever growth and 
success we've enjoyed. Therefore, we'd 
like to close with a sincere thanks, and 
a hope that we'll all have the pleasure 


of serving you for many years to 
come.” @ 
CAR DEALER 
DOES IT BIG 
Here is a direct mail novelty that 


can’t get thrown into the wastebasket. 
It won't fit! 

Gateway Chevrolet Company in 
Daly City, California, recently mailed 
giant postcards measuring 22” x 28” 
inches. Printed on both sides and in 
two colors, they presented a broadside- 
size selling message. 

Before going “big” with direct mail, 
Gateway had used newspapers, radio 
and some TV. But their problem, par- 
ticularly in newspapers, was to get 
readers not only to see their advertis- 
ing but remember it well enough to act. 
Gateway reasoned that in the flood of 
ordinary postcards and envelopes, no- 
body would forget the novelty of hav- 
ing the postman bring him a postcard 
this size. 

Another advantage was that they 
could print big on both sides . . . ap- 
pealing to the two different audiences. 
(The ordinary card, of course, takes 


one entire side for the address.) On 
one side of their huge card, Gateway 
presented new model automobiles, in- 
cluding the luxury sports coupe, the 
business car and the station wagon. 
The other side of the whopping mailer 
appealed to those with used cars, not 
yet ready for purchasing a new auto. 
It advertised a motor overhaul. Thus 
in one way or another, almost all of 
the auto market was covered 
When a novelty is_ this 
those who see it discuss it with their 
neighbors, friends and business asso- 
ciates. Undoubtedly saved the 
Gateway cards as souvenirs. (Especial- 
ly in college dormitory rooms where 
imaginative gimmicks are popular.) 
More important was the fact that 
Gateway’s novelty card received press 


unusual, 


some 


coverage from U.P. International. 

Before mailing their cards, Gateway 
checked first to see if the post office 
would be cooperative. They were. But 
as an added precaution, the car agency 
printed on each card: “Postman: Do 
not fold or bend. If occupant is not 
at home, leave at door.” 

Cost of the ran 
each. Postage was 7c each. 

8,000 cards were mailed to Gate- 
ways car owner lists and to business 
and professional establishments. This 
produced an audience which, by either 
previous purchases or high earnings, 
had proven its sales potential. 

The super-sized card mailing pro- 
duced excellent results. Gateway can 
trace sales directly to the postcards 

because, on two occasions, cus- 
tomers walked into the showroom with 
the “billboard” direct mail in_ their 
hands. 


cards about 30c 


NOW! 


The complete, low-cost services of 


DOOLITTLE & CO. 


© Offset Plate Making 


Planographing * Addressing Typewritten and Mechanical 
* Complete Bulk Mailing Services 


Photo-Offset Printing 


All Letter Services 
Premium Redemption Service 


A complete direct mail service backed by 38 years’ experience, 
providing the maximum in service, speed and economy. 


DOOLITTLE & CO., 


320 N. Dearborn St. 
Chicago 10, Ill. 
SUperior 7-1722 


6-8 W. 20th Street 
New York 11, N. Y. 
CHelsea 2-6092 


INC. 


UNIQUE SERVICE 
TO RESTAURANTS 
SOLD BY DM 


Direct mail is playing an important 
restaurant 


part in improving service 
During the past two years, the medium 
Buhai Pub- 


ot Chicago to sell 


has been widely used by 
lishing Company 
their unique restaurant personnel train- 


ing service titked “Tips To Make More 


lips”. Buhai’s “Tips” are a series of 
52 wall posters, each illustrating a 


service blunder, and instructing wait- 
resses in a more prudent approach for 
The pro- 
food service, while direct 


patron satisfaction posters 
mote better 
mail promotes their worth to restau- 
rant owners 
According to 


Robert S. Ruwitch, 


® Processed Letters 


27 Calendar Ave., 
LaGrange, Ill., 
Fl 2-2433 
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executive vice president, Buhai's direct 
mail program has been twofold: (1) 
mailings through the major restaurant 
and hotel associations; (2) mailings to 
restaurant owners from lists compiled 
by Buhai. 

“Shortly after we introduced the 
posters at the National Restaurant As- 
sociation Show in May 1957,” says 
Rutwitch, “we went into a campaign 
of working with state and regional 
restaurant associations, where we sup- 
ply the associations with promotional 
material for distribution to the associa 
tion membership.” 

The next step for Buhat was to begin 
compiling restaurant lists of its own 
and to conduct test mailings. Added 
to the list it assembled on its own, 
Buhai obtained additional restaurant 
lists from the major diners’ clubs. 
Three promotional pieces were in- 
cluded in these mailings 

Buhai then went to the National 
Restaurant Association and interested 
them in making two mailings to their 
list of members. This produced quite 
a few more orders and brought the 
subscription list up to 300.” 

The posters themselves are a con- 
venient 11” x 17” size . sold for 
$3.85 per month or $41.85 for the 
entire set of 52. Written by John B. 
O'Meara, leading food service authori- 
ty. “Tips To Make More Tips” are 
printed on Texoprint . the wash- 
able, plastic-coated paper made by 
Kimberly-Clark Corporation 

“In our mailings to restaurants we 
stress the fact that the posters are 
printed on cleanable Texoprint 
that dirt, grease and grime can be 
easily removed with mild soap and 
water,” explains Ruwitch. It has proved 
most effective. In fact this little ‘extra 
feature’ is included on the piece that 
contains our return coupon.” 

Of the return coupons received thus 
far, more than 40% have been accom- 
panied by a check covering the cost 
of the complete set. Of the remaining 
60% who subscribe on a monthly 
basis, less than 10% have cancelled 
out before completing the series. 

More than 85% of Buhai’s poster 
sets are now sold by mail. Orders have 
been received from every state in the 
Union, as well as Canada, Mexico, 
Hawaii and the Philippines. And re- 
quests have also come in from Central 
and South America . asking Buhai 
to publish a Spanish edition of “Tips”. 

“The mail campaign,” concludes 
Rutwitch, “is producing the best re- 
sults we've ever had for creating actual 
orders. It’s producing more than 1% 
actual order returns and as high as 
5% or 6% inquiry response.” ¢ 
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Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


POLLARD-ALLING embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guyaran- 
teed; weekly capacity 75-100 M 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 
SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—-3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Louis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
martin Advertising Agency, 15 €. 40 St., 
Vept. 33A, N. Y. LE 2-4751. Est. 1923. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manutacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwelt 4-5922 


MAILING LISTS 


75,000 selected names of flower growers, 
greenhouses, landscape architects, public gar 
dens, seedsmen, and nurseries, and many 
others. Send today for free brochure “Selected 
Names of Flower Growers and Gardeners”, 
Macfarland Company, Box 540-D, Westfield, 
New Jersey. 

Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Po 

40,000 quality names of Owners and Directors 
of summer camps, recreation areas, parks, re- 
sorts, motels, etc. Used successfully by many 
firms during the past ten years. Send today 
for free brochure “Selected List of Camps”, 
Macfarland Company, Box 540-D, Westfield, 
New Jersey. 


SERVICES 


FOR POLLARD-ALLING mailing list mainte- 
nance or Stencil Cutting write to Charies 
Albano, 7801 19th Avenue, Brooklyn 14, N. Y. 


Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat 
Elliott Machines. Also plates, stencils, frames 


trays, cabinets. Embossing Addressograph 
and Speedauymat plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


OFFSET CUTOUTS 

Stock promotional headings for reproduc- 
tion. OFFSET SCRAPBOOK No. 1 containing 
1,500 classified specimens, only $2.00 post- 
paid. A rich source of practical help and in- 
spiration. Thousands in use. Available also 
are books containing promotional art, car 
toons, borders, panels, type fonts, holiday 
art, etc, at newly reduced prices. Free descrip- 
tive folder. 

A. A. ARCHBOLD, Publisher 

P.O. Box 20740-K los Angeles 6, Calif. 


PITNEY-BOWES POSTAGE METER 
AV” model, cost over $2500.00 two years 
ago. Perfect, like-new condition. Used very 
little. Only $1600.00 F.0.B. Milwaukee 
IDEALS PUBLISHING CO 
3510 W. St. Paul Avenue 
Milwaukee 1, Wisconsin 


SPEEDAUMAT ZINC PLATES 

New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operctors at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir 
culation Associates, Inc., 226 West 56th Street 
New York. JUdson 6-3530 


HELP WANTED 


Happy, versatile man to handle mail sales 
and sales promotional literature for rapidly 
expanding juvenile publication. Must be well 
grounded in direct mail fundamentals, have 
imagination and real copy writing skills, to 
be able to handle entire mail programs from 
creation through mailing. Salary open. Con 
tact Garry Myers, President, Highlites for 
Children, 37 E. Long St., Columbus, Ohio 
CA 1-3317 

Direct Mail Service Agency Salesman. Salary 
reimbursed expenses, car allowance. Leading 
mailer in the West. No printing. Write to 
Mr. E. R. Lefler, The Mailing House, 1019 
N. Madison Ave., Los Angeles 29, California 


FOR SALE 


37000 Toy and Novelty Gift Mail Order Buyers 
on Speedaumat plotes, with trays, filed geo 
graphically. Approximately 60% men, 40% 
women. Price $1000 complete. Advertisers 
Letter Service Inc., 53 W. Grand Street, Elizo 
beth, New Jersey 
MACHINERY FOR SALE 

AUTOTYPIST AND PERFORATOR. UNUSED— 
30 key selector. Cost—$1,587. Sell—$1,150 
Phone TOwnsend 9-8588 or write Management 
Magazines, 22 W. Putnam Ave., Greenwich 
Connecticut. 


FOR SALE 
140,000 Customer mailing list on Speedaumat 
plates comprising entire Direct Mailing list of 
one of America’s leading Electronic Supply 
Firms. Box #121, The Reporter of Direct Moi! 
Advertising 
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LISTINGS ONE LINE PER ISSUE, $24.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$30.00 PER YEAR. 


ADORESSING 
Creative Ma g Service, Ih 60 N. Main, Freepor 
Merit Maiiers Sterling Street, hast Urange, 
S. Mailing Service 16040 Ventura Bivd., Encino, 


ADDRESSING AND MAILING 


61 Armour Place, Dumont, New 


ADDRESSING MACHINES 
W. &., N. ¥. 11, N 


Mailers’ Equipment Co. 
New York, N. 


Mechanic's Business Machine Corp. 1l0ta Street, 


ADDRESSING PLATES AND EQUIPMENT 


Dean-Forrest Co.. ese P. Box li, 
The Pengad Companies Pengad Building, Bayonne, 


Revere 


ADDRESSING — TRADE 


Belmar Typing Service .--91-71 111th St.. Richmond Hill 18, N. Y 
Rae Lewis Aurire whenectady Avenue, Brooklyn N. ¥ 


ADVERTISING ART 


4 Arenbold, Pubiisher. ©. Bow 20740, Los Angeles 6, Calif 
Idea Art 7 Fifth Avenue, New York 16, New York 
ViewPoint .. 153-11 76th Road, Flushing 


ADVERTISING BOOK MATCHES 
Match Corp. of America...... . 3433-43 48th Chi. 32 


ADVERTISING SPECIALTIES 
Flexo-lettering Co., Inc.....305 East 46th Street, New York 17, N 


ANALYSIS, CONSULTATION, COPYWRITING 
Troy M. Rodiun, T. & D. Rodlun, 1832 M St., N.W., Wash 6, D.C, 
AUTOMATIC TYPEWRITING 


Carlson Automatic Typewriting Service. 3744 N. Clark St., 
D & A Automatic Mailings..918 North Fourth St, 


BOOKS 


New Jersey 


nl, 


Chicago 13, IML (BA 
Milwaukee 3, Wis. (BR 3-7 


Americana Press «++.2105 Sherman Avenue, Wisconsin H 4- 7) 
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Art & Tech. of Photo Eng. Lioran Eng. Co... 3 
Reporter of Direct Mail......... eee 7th, Garden 
Dogs That Climb Trees on 
How To Get The Right Start in Direct 
How To ‘Thins About Direct Mail 
Letters 
About Readership of Direct Mail 
Solves Management Problems 
About Showmanship in Direct Mail 
Think About Mall Order 
How To Think About Production and Mailing 
How To Think About Industrial Direct Mail 


A ivertising 


BUSINESS FORMS 


Carteret Printing Company 480 Canal Street, N. Y. 13, N. ¥ 


COLLECTIONS 


Arrow Service 9 Yates Street, Schenectady 5, 


COPYWRITERS (Free 


14235 Van Nuys, Calif 
St 
New York 23 


L. Anderson 
Orville FE. Reid 


Sig Rosenblum 10T West 


DIRECT MAIL AGENCIES 
Abwend Associates. Inc 601 Madison Ave 
American Mall Advertising, Inc 410 Newbury daront 
Leo P. Rott Jr 64 Jackson 
The Rucklev Organization 
Lawrence G. Chait & Co 
Ine 


Atlanta 8. Ga 

509 Maison Ave. New York 22. N. 

New York Ave. N_E.. Washington, D.C 
Oth Street. New York 22. N 


lee Aseortates 
Gen. Office Service, Inc. 
Service Tne 2 
Hickey-Murphy Div. of James Gr I 
216 BE. 45th St., N. ¥. i7. N. ¥ 


(WO 6-1454) 


New York 


(ST 
He we, Mich. (Te 
Y. (st 


Lord & Co.. 712 jury Street, Los 
lr Ma \ 
Mom & LO...... -431 Howard Street, Detroit 
O-Letter... Central Park W., 
No Michigan 


14700 Dexter 
Mail-Well 


Sanugau-on 


at hea Nichols Rd Detr 
Rowland, Street, 
Ky) lander 6 Jacks Bivd 
Ir los 23rd St 
ith Compar 67 Beale St San Francia 
Smith iates 410 > Michigan, Chicago 3-0608) 
Nood A>sociates 1610 Wise. Ave., N. W., Wash. 7, I . (CO 55-9042) 


DIRECT MAIL CONSULTANTS 
+h Deleon, Long Beach, Calif. (GE 1-3241) 


Robt. W. Gilbert 
175 Fifth Avenue, New York lv, N. ¥. (OR 7-6368) 


Lawrence Lewis & Assoc 


DIRECT MAIL EQUIPMENT 


American Wood Type Mfg. Ce.. 2-25 Ninth Street 
Typist -2323 3 Pulaski Chicago 39, 


Long Island City 1, 
(BV 4-! 


. 
Howell Phillipsburg ees Phillips 


Bunn Vincennes Ave., Chicago 2 
Tying Machine Co. N. 35th St., Milwaukee 
Machine Co., “Ine 23 0 Waaingieg Avenue, San Leandro 
Tyer Co . Blissfield, Michigan (BL 
t Offset Division Rochester 3, New York 
Pitney Stamford, Conn 52 
Scriptomatic, "910 N. Lith St, Phila. 7, Pa 


ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc., 32-15 33rd St., Long Island City 6, N. Y. (AS 
Creative Mailing Service a 460 N. Main St.. Freeport, N. Y. (FPR 
Elliott Addressing Machine Co....117 Leonard St., New York 13, N. Y¥ Wa 3 


ENVELOPES 


The American Paper Products Co. 
Envelope Terrace, Southern Bivd. at McClurg Rd., Youngstown, Ohio (SK &-4545 

Atlanta Envelope Co ania P. Box 1267, Atlanta 1, Ga. (TR 6-3686) 

Berlin & Jones Company... . 26th &t.. N. C. (WA 4 4400) 

The Boston Envelope Co. ‘ q Dedham, 

Samuel Cupples Envelope Co 

Cupples-Hesse Corp.......1483 

Cupples-Hesse Corp. 

Cupples-Hesse Corp........4175 Kingshighway 

Curtis 1000 Inc copecs 150 Vanderbilt Ave., W. 

Detroit Tullar Envelope Co. Howard St 

Garden City Envelope Co.... N. Rockwell St., 

jaw-O'Hara Envelope Co. 500 N. Sacramento Blvd 

The Gray Envelope Mtg Co ..55 33rd St., Brooklyn 32 

Hero Envelope Co on 4500 Cortland &t.. Chi 

Rochester Envelope Co. 72 Clarissa St.. Rochester 14 

Sosland Press ..860 Roard of Trade Ruilding, Kansas City 

The Standard Envelope Co. 1600 FE. 30th St Cleveland 

Tension Envelope Corp 19th & Campbell Sts.. Kansas City 

Tension Envelope Corp 270 Madison Avenue, New York 16, N 

Trane Envelope Company . jew Yor Chicago 

States Envelone Co 2 


Tnited States Envelone Co. BR 
Wolf Detroit Envelope Co * Detrott 32, Mich. (DI 1 2221) 


“Mass 


217 B 
14700 Dexter Bird. 


ENVELOPE SPECIALTIES 
Curtis 1000 Ine 150 Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-1221) 
Du-Plex Prvelope Corp Franklin Ried, Chi. 12%. Til, (NF 8.1900) 
Garden City Envelope Co 3001 N_ Rockwell St Chi. 18, TH. (CO T-RRNO) 
Heeo Frvrelone Co 4500 St Chi. 39. CA T-2400) 
Tension Envelone Co 19th & Camphell Sts.. Kaneas Cite & Mo. (FTA 1.0099 
The Sawdon Companv Inc 480 Texrineton Ave.. New York 17. N. ¥. (PT, 5.9518) 
The Wolf Fnvelope Co. 1749-81 EF. nd St., Cleveland 1, O. (PR 1-8470) 


FOREIGN MAILINGS 
Publimer Rooserelt Pl, Scarsdale 
C. F. Sandherg, Direct Mall & Oifts Raadhusgt. 


N. Y. (SC 28-0910 
8, Oslo, Norway 


INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service 899 Newark Ave Flizaheth 
th Are 
Cirentation Associates 1745 Broadway 
Creative Malling Service 440 North Main St.. Freeport. N 
Lambert Malling Company 225 N. New Jersey Street, Ind. 4, Ind 


REPORTER OF DIRECT MAIL ADVERTISING 


4 
7% 
47 
N. ¥. (FR 8.4830 MeV N. ¥. 
Calif. Kepl 23, N. ¥. (CL 5-118 
Kep ago ll, Ill. (MI 2-2858) 
Keply 1 9, Mass HA 6-1555) 
Reply -O- Letter ose Cleveland 1, Ohio (PR 1-8470) 
2 Keply-O-Letter......... Drive, Portland 2, Ore. (OL 4-3141) 
eh a Reply-O-Letter...........1485 Bay Shore Bivd., San Francisco, Calif. (JU 6-2267) 
Repiy-O-Letter....... .Inner Court, 33 Scott St., Toronto 1, Canada (EM S797) 
Reply Queen Street, Brisbane, Australia (B2411) 
3 Kesponda- Letter 411 St., Chicago 7, lil MO 6-9878) 
age K 
Fe 
Sa 
Tal 
Pin 
67, New York 
rsey 
Il, (VI 7-2244) 
¥. (PL 3-4943) 
(RE 7-3433) 4302) 
4830) 
}-1372) 
a 1.00 
1.50 
1.00 
1.00 
1.00 
.. 3.00 . 
"a 
por 2433 
as 
N. ¥. (PL 1-0312 
Boston 15. Mass 
age ‘g.. Phila. 7. Pa 
¥. (PL 1-7220 
face, (FEA &-2280) 
Mir ‘1A 2 3298) 
a (LA 9-179T) 8.4819 
(PL 1-2820 TT’ &.2520 
(FR &-4820 
MU 2-9000 (ME 2-3347) 


Mailmasters, Inc 61 Armour Place, Dumor N. J bt d 
Merit Mailers 26 Sterling Stre J OR 2-3900) 
West. Emp. Dir. Adv. Co 612 Howard St., San Francisco 5, Calif. (GA 1-50.00 
LABEL PASTERS 
Potdevin Machine Co 281 North St., Teterboro, N. J HA 8-1941 
LABELS 

Allen Hollancer Lo., inc 85 Gerard Ave., New York 51, N. ¥ MO 1818 
rennison Mfg. Co Framinghar Mass TR 


Ever Ready Label Corp 10 East 49th St.. New York 17, N.¥. (PL 1-3040) 


LETTER GADGETS 
Hewig Ce 45 W. 45th St., N, Y¥. 36, N. ¥. (JU 2-218¢ 


Robert Straub & Ce 42 South Dearborn St., Chicago 5, NL (WA 2 


LETTERHEADS 


lett \ e, Mem I 
M ha “ Stree New York x. M 
LETTERS 
Responda- Letter $11 S. Sangamon St., Chicago 7, Il MO 6-9878 
Responda - Letter New York Office (Ff 
MAIL ADVERTISING SERVICES (Lettershops) 
CLEVELAND 
levela l er Serv I 40 W. Superior 1 
tobert 1270 Ontario Street cH 
DETROIT 
Acivert g Distributors of America, I $444 Cass Ave. (1) (TE 3-0500 
Advert Letter Service 2930 Jefferson East 7 LO 7-9 
R. L. Polk & ¢ 431 Howard St 1) (WO 1-947 
EAST ORANGE, NEW JERSEY 
Merit Ma r °6 Sterling Street 2 100 
ELIZABETH, NEW JERSEY 
Automatic Mailing Service ..829 Newark Ave EL 4-3887 
HOUSTON 
Premier Printing & Letter Serv 620 Texas Ave 2 CA 7-414 
LITTLE ROCK, ARKANSAS 
Personalized Letters ln .--404 E, Capitol Avenue 
LOS ANGELES 
Krupp'’s Adv. Mailing Ser 2 W. Pico Blvd t DU 5-5421 
The Mailing House 1019 N. Madisen Avenue, Los Angeles 2 Cali NO 54-4271 
MARION, OHIO 
Cory fA rica W. Center St 2-118 
MIAMI, FLORIDA 
Ace Letter Service Co $800 N.E. lst Avenue (PL 7-4577 
MILWAUKEE, WISCONSIN 
The Carr Organization 1319 North Third Street, Milwaukee 12, Wisc. (BR 6-424¢ 
NEW YORK CITY 
Advertisers Mailing Service, Inc..45 West 18th St.,. New York, N. ¥ AL 5-4500 
Ambassador Letter Serv. Co ll Stone St 4 BO 9-0607 
Chase D Ma Ser Cory I it l Mt J 
Circulation Associates 1745 Broadway, New York, N. ¥ JU 6-3530 
Mailings Incorporate Wes th St l WA 99-5188 
The St. John Assoc. Int . 75 W. 45th St., (36) (JU 2-3344 
PHILADELPHIA 
Connelly Organization, I 1010 Arch St., (7) (MA 7-8133 
Woodington Mail Advertising Serv 1304 Arch St 7 RI 6-1840 
PITTSBURGH 
Advertisers Associates In 1627 Penn Ave., (22) (AT 1-6144) 
ROCHESTER, NEW YORK 
Ayer & Stret 15 South Avenue BA 5-6340 
SAN FRANCISCO 
The Letter Shop -«+--67 Beale St. (SU 1-6564) 
MAILING LISTS — BROKERS 
Archer-Bennett List Service, Inc. 140 W. 55th St., N. ¥. 19, N. Y. 
George Bryant & Staff. 7l Grand Avenue, Englewood, N. J 
George Bryant & Staff 215 W. Tth St., Los Angeles, 4, Calif 
The Coolidge Ce In 125 East 23rd St., N. ¥. C. 10 


Dependable Mailing Lists In 81 4th Ave., N. Y. ¢ 6 (OR 60) 
Walter Drey, Inc A : N. Michigan Ave., Chi. 1, I! 
Walter Drey, Inc 4th Ave., N. ¥. 10, N, Y. (OR 


Guild Co Engle St., Englewood, N. J BR 

Walter Ka I Armonk, N. ¥ AR 

Lewis Kleid Co. ...25 West 45th St.. New York 36, N. ¥ Jt os 
Willa Maddern, In 215 4th Ave., N. ¥. 3, N. ¥ SP 7-7460 
Mosely Mail Order List Serv 38 Newbury St., Boston 16, Mass CO 6-3380 
Names Unlimited, Inc 352 Fourth Avenue, New York 10, N. ¥ MU 6-2454 
D. L. Natwick Co 136 W. 52nd Street, New York 19, New York (CO 5-8616 
People in Places. Inc 41 Fifth New York GR 17-3774) 
Planned Circulation 19 West 4ith N. ¥ MU 7-4158 
William M. Proft Associates 85 Mair t OR J 
Roskam Advertising P.O. Box 855, Kansas City 41. Mo TA 2-1881) 
Sanford Evans & Co., Ltd., 156 Lombard Av... Winnipeg 2, Man., Can WH 151 
William Stroh, Jr 568-570 54th St., West New York, N. J UN 4.4800 
James FE. True Assoc 419 4th Ave, N. 16. N. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Direct Mail Users 18,500 (Reporter of DM 
Financial Lists se E-Z Addressing Service 
Fund Raising Tists (Wm. M_ Proft Associ ates) 
Pet Shops. 6000 Pet supply jobbers, 221 Cat breeders, 7000 (All Pets) 
Public Relation & Promotion Lists Wm. M. Proft Associates 


MAILING LISTS — COMPILERS & OWNERS 
Active Mall Order Tist Co..241 Lafayette Street. New York 19. N. ¥. (WA 5-29450) 
120 (RE 


Albert Malling T.lets Liberty St NW. ¥ 9.7579) 
Allicon Malling Lists Corp R06 Texington Ave.. N. ¥. 21 (TE 2-8420) 
All-Pets Magazine, Inc 74 Darling Place, Fond du Lac, Wis. (WA 2-0080) 
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ed Ad t Servi 613 Willow Stree Port Huron, Mich 
s of altin wore. . , Baltimore 2, Md 
— Y 13, N. 


Buckley- Dement. 555 W. Jackson Blvd, Chicago 6, IL (HAT 2) 
Muiling Freeport, N. 1. (2M 


Directory of Assns. Gale Research Co. Book Tower, Vetrout 20, Mich 
ac. 3 N. Michigan Ave., Chi. 1, (FI 6-4150) 
257 ath Ave., N. ¥. 10, N. ¥. (UM 4-706] 


. Webster, (WE 2730) 
“33 * Washi: igton XN. 6, (MA 
bau Fairchild P ublications inc lzth St., N. ¥., N. ¥. (Als v-vsve 
ratz imer 28 22nd S N. ¥ OR 41-6420 
ibureau.... ee " Webster, Mass WE 2750) 
Jew ist t al Bureau.. ...320 Broadway, New York 7, N. Y. (BE 38-4259) 
ising Corp. of A rica N Street, chicago i 
List (ompila B N. sul plot 
i Oftice—820 N. ankinton, Milwaukee 3, Wisconsin 
es in Major Cities See Yellow Pages for Local Phone Numbers 
Compilation Bur 10561 Chandler Bivd., N. Hollywood, Cal. (ST 7-5384) 
Maiiers 26 Sterling Street, East Orange, N. J OR 2-3900 
al Bu s L Ass at ju We Fulton Street, Chicago ¢ ! r 
Catholic Directory 12 Barclay St., N. ¥. 8, N. ¥. (BA 7-2900 
Li Grand Cot rse, N. ¥ N. Sk 
Howard Street, Detroit 31, Michigan (WO 1-9470 
44 Hioneck St Lnglewood J EN 200 
ales 85 Main St East Orange, N. J. (OR 3-2 
..-0410 Cahuenga _Blv i., N. Hollyweod, Calif. (PO 
Ady... h St., Garden City, N. Y¥. (Pl 
te J ° 55 West 13th St., New York, N. Y¥. (JU 2 
rhe St Address Ca... ..48-01 42nd St., Long Island City 4, N. Y. (ST 
William Stroh, Jr ° ° 568-570 54th St., West New York, N. J. (UN 
Ww. E. W atson ( orp... 23 Hanse Ave., Freeport, N. FR 
Le ra Le a, In : ] ast 26th St N. ¥ Sa Mt 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates, 431 S. Wabash Ave., Chicago 5, Ill. (HA 7-4144 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Ce 220 W. 19th St., N. ¥. 11, N. ¥. (CH 3-0682 


MARKET RESEARCH — STRATIFICATION 
h Avenue, New York 17, New York (MU 17-6865 


Samuel Fitzsimmons & Co...545 Fi 


MULTIGRAPH SUPPLIES 


ago Ink Ribbon Co. + S. Wells Street, Chicago 6, Il ST 2-7800 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 


Advertising Distrit rs of America, li 

144 Cass Ave Detroit 1, Michigan (TE 0500 
Merit Mailers ...-26 Sterling St., East Orange, N. J. (OR 2-3900 
Western Empire Direct Ad Ceo 612 Howard Street, San Fran. 5, Calif. (GA 1-8500 


PAPER MANUFACTURERS 


an Writing Paper Cory Holyoke, Mass 
Applet ted Paper Co. .-1250 N. Meade St., Wis 41454) 
Byron Weston Company "Dalton, Mass 
Curtis Paper Company Newark, Delaware (EN 8-8551 
Eastern Corporatior nae Bangor, Maine (Tel: 8221 
Esleeck Manufacturing Company Turners Falls, Massa husetts 
Fraser Paper Limited ..420 Lexington Ave 
Hamilton Paper Co. Miquor 
Hammermill Paper . Erie 
Howard Paper Mills “Ine 125 
International Paper Co 220 E 42 nd St.. N 
Kimberly-Clark Corporatior (PA 2-3311) 
Mead Papers, In 118 West First Street, Davton 2, Ohio 
Mohawk Paper Company Cohoes 
Neenah Paper Cc ah, Wis. (Tel 2-1521) 
Neknoe jwards Paper Co “Port. Wis 8111) 
Ne & Ve ania ¢ 0 Park Avenue, New York PL 1-426 
Peninsular Paper Co Ypsilanti Mich (HU 2-266) 
Rex Paper Co . Kalamazoo, Mich FI 2-0151) 
Rising Paper Co Housatonic. Mass HO 47) 
The Sore Paper Company iddletmrn, Ohio 
Wausau Paper Mills Co 111 W. Washington, Chicago, Til FI 6-4768) 

PHOTO ENGRAVERS 

Horan Engraving Co., In 44 W. 28th St.. New York 1, N. ¥. (MU 9-8585) 


POST CARDS 
Colourpictures Publishers ”) Newbury Street, Boston 15, Mass. (CO 7 
CURTEICHCOLOR D by Curt Teich & Co., Inc 
1733 W. Irving Park Road, Chicago 13, Illinois (BU 1-0606) 


PRINTING EQUIPMENT 
B. Verner & Co.. Inc 52 Duane Street, New York 7, N. Y¥. (BA 17-1466) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
Paradise Printers Paradise, Pa. (OV 17-3209) 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtis 903 E. Powell Avenue, Evansville 13, Ind. (HA 2-3794) 


SEASONAL STATIONERY 
Arthur Thompson & Co. 109 Market Place, Baltimore 2, Md. (PL 2-4806) 
STENCIL CUTTING AND LIST MAINTENANCE 
1745 Broadway, New York, N. ¥ IU 86-3530 
149 Broadway, New York 6, N. Y. (DI 9-4668 


Circulation Associates 
Clear Cut Duplicating Co 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates 1745 Broadway, New York, N. Y. (JT 6-352 
Globe Fulfillment Corporatior 148 W. 23rd Gt., N. ¥. 11. N. ¥ OR 545-4600 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co 9900 Clinton Rd.. Cleveland 9, O. (AT 1-4122 
The Henry F. Henrichs Publications, The House of Sunshine Litchfield, Ill, (296 


TRADE ASSOCIATIONS 
Associated Third Class Mail Users, 1406 G St... N.W.. Wash. 5 : 
Direct Mail Advertising Asser 3 FE. STth St.. VN. ¥. C. 22 (MIT? 8.7288 
181290 James Couzens, Detroit 


MASA International 85. Mich. (TN 4-2545) 
Nat'l Council of Mail. List Brokers, 55 W. 49nd St.. N. ¥. 38, N. Y. (PE 6-0615) 
TYPOGRAPHERS 
Rapid Typographers. Inc ...805 East 46th St., N. ¥. 17, N. (MU 8-2445) 
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Hamilton Bond for a Whiter, Brighter White. Whitest Hamilton 
Bond in history! Type and illustrations sparkle; handwritten 
and typed messages are crisp and attractive. 


Hamilton Bond for 11 Useful Colors. All the variety, all the 
choice you need for business forms and promotion pieces 
to suit every customer. 


Hamilton Bond for Good Printing. A blend of the finest pulps. 
flawlessly manufactured. Genuine watermark. Clear forma 
tion; smooth, even surface. Surface sized. Precision trim- 
med. Pre-humidified and moisture-proof wrapped. Always 
uniform. 


Hamilton Bond for Customer Satisfaction. A crackling good 
bond, exceptionally strong. Remarkable folding and erasing 
qualities. And consistent advertising reminds your custom- 
ers that Hamilton Bond brings out the best in their work! 


HAMILTON 


BUSINESS PAPERS... TEXT & COVER... OFFSET... BOOK 


Hamilton Paper Company, Miquon, Pa. * Mills at Miquon, Pa., 
and Plainwell, Mich. * Offices in New York, Chicago, Los Angeles 
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7" : Or 2 21 MILLION INDIVIDUAL COPIES of these magazines will carry Hamilton ads during 1958 4 
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THE MOST IMPORTANT occasion of the past month 
didn’t happen on the front porch, But some of the Scuttle- 
butt of past vears helped to bring it about. Here is the 
story. 

On Friday. November |4th. | flew to New York io attend 
a series of important meetings. After a week of those 


meetings. hundreds of phone calls... Um a wreck. As | 
write this... Eve lost my voice but I can still hold a 
pencil. 


We've been trying desperately to get a public relations 
foundation for direct mail off the ground. This time it may 
succeed. 

Back around 1924. Norman Taylor, then with Magill- 
Weinsheimet in ¢ hic aco conceived the idea of an overall 
organization to promote and explain the then new direct 
mail medium. Norman couldn't put it across on account 
of jealousies and bickering within the various groups 
connected with the direct mail field. Evervone had an axe 
to grind or wanted to protect his own edge. Norm turned 
over the details to this reporter later on. 

We kept it on ice until 1938 . 


public relations program became urgent. So Dick Messnet 
dressed them 


when the need for a 


and others revived the Taylor proposals 
up and presented them to all the Associations in the direct 
mail division of the Graphie Arts. After long months of 
heartbreaking toil. the fine hopes were shattered on the 
rocks of jealousy. Somebody was angling for a job . . 
somebody didn’t want his own private money raising 
bailiwick invaded ... rumors flew around that other media 
representatives didn't want direct mail to be strong and 
used cloak and dagger tactics to divide and conquer. 

But about two years ago . . . just about everyone con 
nected with direct mail realized that the medium needed 
better public relations. More urgently than in 1924 o1 
1938. Direct mail had taken a licking in the press, in the 
minds of the average citizen, and in the halls of Congress. 
“Junk Mail” became a popular slogan of the detractors 


Dave Harrington. President of The Reuben H. Donne! 
ley Corporation made a speech at Chi ago convention of 
the Mail Advertising Service Association. He urged the 
creation of a public relations foundation. About the same 
time speakers at the D.M.A.A. convention and writers in 
The Reporter were doing similar urging. 


So a “Foundation for the Advancement of Direct Mail 
Advertising” was incorporated in Illinois. Some of us who 
signed the incorporation papers did so solely to meet legal 
requirements. Then the same old 1924-1938 merry-go- 
round started. Somebody wanted the top job. Others 
wanted to scuttle it or take over the objectives of some 
other Associations. It took two long years to iron out 
differences of opinion. An off the record meeting was held 
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FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


during the St. Louis D.M.A.A. convention. Plans were 
discussed to avoid the politic al errors of the past: to try 
to avoid jealousies between officers of all the trade Asso- 
ciations: to try to avoid selecting an executive secretary 
and to sidestep tackling a big office overhead. 


The plan finally jelled to a point where a meeting of a 
few key people could be called for November 17. That's 
why I flew to New York . . . to listen, to help, to report. 
Some people didn’t like the name originally selected oe 
so a compromise was agreed upon temporarily, “The 
Business Mail Foundation.” It is to be an overall umbrella 
type of public relations operation for all segments of direct 
mail interests. 

\ public relations outfit not formerly connected with 
direct mail (non-controversial) was selected. Ruder & 
Finn of New York got the nod. There will be no executive 
secretary or office staff. The agency will act as headquar- 
ters. A board consisting of representatives of each division 
of the suppliers and producers of direct mail will be elect- 
ed soon. The revised Foundation will not compete with or 
duplicate the functions of any Association in the Graphic 
Arts fields. It will stick entirely to public relations pro- 
grams. No lobbying in Washington. No fighting other 
media. It will attempt to be a counterpart of the Bureau 
of Advertising of Newspaper Publishers ($3 million 
budget) or the Radio Advertising Bureau ($1 million 
budget) and the other media public relations set-ups with 
undetermined budgets. 

The direct mail Foundation may not equal the budgets 
of other organizations . . . at least for a while. But I can 
report all this during the last month of 1958, because 
there is now enough money in the bank to get the program 
rolling and kept rolling for part of 1959. 

Minimum membership dues have been set at one thou- 
sand dollars. The Reporter has joined along with many 
others. All the Associations connected with direct mail are 
being contacted . . . shown how the Foundation will help 
them rather than compete. 


Colin Campbell. Chairman of the Board of D.M.A.A. 
has already announced publicly that the Association will 
do anything possible to help. Other Associations are plan- 
ning on making similar announcements soon. 


There is no use attempting to outline the proposed 
program now. It is broad. It is flexible. It will be carefully 
handled. You'll see it slowly develop in the coming months 

. perhaps you will not be aware of it. 


If any Reporter readers are interested in creating a 
better atmosphere for direct mail... get in touch with us 
(by phone preferably). If you don’t need further urging. 
send your check for one thousand dollars payable to 
“Business Mail Foundation”. either to us or care of 
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Ruder & Finn, 130 E. 59th St.. N.Y. Money is being 
deposited in the First National City Bank of New York. 
An officer of the bank is acting as trustee. A temporary 
executive committee is controlling expenditures. Every 
cent will be spent for public relations. 

Of course. there are still fences to be mended. A few 
people are still suspicious. Some have tried to scuttle the 
ship before launching. Absurd rumors have been circu- 
lated that the Foundation will bury some existing Asso- 
ciation. A bunch of poppycock. 

| flew to New York. . solely to lend my personal 
support to a fine effort. Devoted. unselfish people are 
behind the Foundation. | don’t believe anything or any- 
body can stop it now. Period. 


ONE OTHER SUBJECT occupied our attention during 
the ten days in New York. An important subject. Many 
people have been frightened over the rumors from Wash- 
ington that the Post Office Department is experimenting 
with automatic machines for sorting. facing. cancelling 
and distributing mail. If successful. mail users would be 
required to use certain types and sizes of envelopes . 

so say the rumors. Standardization ! ! 

Plans were being formulated in some Association circles 
to fight the Post Office . . . to protest against automation. 
After talking with many leaders we think fighting would 
be a mistake. If we can help improve the postal service 
we should be willing to help. The Envelope Manufacturers 
have done a great job in furnishing the Post Office with 
spec ial envelopes for the tests. They have cooperated, Let's 
all cooperate. Laudable efforts should be applauded. 

There is no scare about the situation. The machines are 
expensive. It would be vears before they could be installed 
in the major offices. We doubt if they could ever be 
applied to 3rd class mail which is already sorted, faced, 
and paid by the mailer. 

So if you are asked to help fight the Post Office 
keep your shirt on. If you are asked by the management 
concerns employed by the Post Office for your opinions 
on the impact of certain standards . . . supply that infor- 
mation without rancor and in a helpful manner. 


STAYED AT THE ROYALTON on West 44th Street 
again. A little rough having Mack Beresford of James Gray 
as an across the hall neighbor. Lord knows how many 
hours were spent on the phone talking Foundation 
and such. Spent more money on taxi cabs than anything 
else. Traffic worse than ever. Trying to get to lunch at 
Sardis with Red Dembner . . . a major operation. Took 
an afternoon off to see Ralph Bellamy in Sunrise at Campo- 
bello. Had trouble with the tear ducts just like all the 
other republicans and democrats in the audience. What a 
show! We think we have troubles! After seeing that body 
crawl along the floor at the end of second act... Pll try 
never to complain again. 

Can't mention all the people we've seen during this 
hectic week. Visited Garden City offices of course. Break- 
fast. lunch and dinner with guys and dolls like Joe Russa- 
koff. Felix and Eleanor Tyroler, Howard Hovde. Edith 
Drey. Girls at Gaslight key club don’t seem so glamorous 
or as undressed as those in the Chicago club. Maybe I am 
just getting old . . . or something. 

I'm writing this on the last day in New York. We've 
had it! Will be wonderful getting back to that peaceful 
front porch ... or is that getting to be a cracked record? 
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A RECENT RELEASE from Norman 8S. Cassel. vice 
president of Interchemical Corp.. 67 W. 44th St.. New 
York 36, N.Y.. intrigued us. Don’t know what relationship 
it has with printer's ink. Ad Manager Stewart Hoagland 
will have to explain that point. But release explains “secret 
of number 1001.” Some of you may like it for parlor 
tricks. Multiply any three-digit number by LOO] and you'll 
get same number repeated in six digits (857x1001 

857.857). If you multiply 7x11x13 it equals 1001. 1001 
therefore is divisible by 7. 11 and 13. The trick is this: 
(1) Get someone to write secretly on slip of paper any 
three digits and repeat same digits to make six (for ex- 
ample, 439.439); (2) Pass answer to second person. Get 
him to divide by 7 (example. 62.777): (3) Pass answer 
only to third person. Get him to divide by 11 (answer. 


5.707): Pass answer only to fourth person and have him 
divide by 13 then pass answer to you. You tell first person 
what his original number was (439). Works with any set 
of three digits. Try it. Still can’t see any connection with 


ink... but it’s a conversation piece. 


ENJOYED READING a little six-page pamphlet sent by 
Gaylord Johnson. mail order consultant at 520 Fifth Ave.. 
New York 36, N.Y. Title is intriguing: “Advice From 
Your Own Wastebasket.” Mr. Gaylord is a disciple of 
Rudolph Flesch and certainly reflects his influence in the 
advice to make copy (1) more dramatic, (2) more spe- 
( i fic . (3) more readable. The concrete case history show- 
ing a poor-pulling ad and how it was improved by the 


three mores .. . is well worth reading and studying. 


I WAS SHOCKED to hear of the untimely death of old 
friend Bob Heller of Beaumont, Heller & Sperling. Ine.. 
Sixth & Walnut Sts.. Reading. Pa. He was only 55. Bob 
was one of the real pioneers in campaigning to improve 
the stature of direct mail. He and his partners did a good 
job of upgrading the medium. Bob was a familiar and 
friendly figure at past MASA and DMAA conventions. He 
will be missed. 


THE LAST ITEM for this month must carry our holiday 
greetings to you all. During the year now ending we've 
enjoyed visits from many of you. Hope to see more of vou 
in 1959—either on the front porch or at the Queen Eliza- 
beth in Montreal. Convention already shaping up nicely 
according to reports from Art Budge (D.M.A.A.) and 
Max Lloyd (M.A.S.A.}. 

At any rate .. . hope you all have a happy holiday 
season. Can't think of anything to rhyme with 1959 . 
so just 


Happy New Year 


3 Bluff View Drive 
Clearwater. Florida 
Telephone: Jl niper 4-3648 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Whether it’s for ledgers or for 

lithographing ... or for scores of other 

uses ... Nekoosa makes a paper for every 
business and for almost every business 
requirement. Are you using Nekoosa Papers 
now? If not, discover for yourself why they 
are among the largest selling papers in America. 


= Nekoosa Bond 


Nekoosa Ledger 
Nekoosa Duplicator 
It pays t ’ Nekoosa Mimeo 
: our Nekoosa Manifold 
ith ¥ 
plan w } Nekoosa Offset 


Nekoosa Fox 


printe y Nekoosa Opaque 
Nekoosa Master-Lucent and 
companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 
Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin, 
and Potsdam, New York 


Comet discovered by Edmund Halley 1682 
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IN SELECTING 
EXPIRATIONS: Up to 15,000 plates per hour. 


1. EMBOSSING: Up to 300 plates per hour! 
New light-touch operation! 


2. MODEL “‘KX’’ ADDRESSER: 40,000 names 
per hour can be produced for Dick, Horton, 
Cheshire or ordinary mailer strip. Prints and per- 
forates gummed labels at same rate. Proofs on 
wider paper. 


3. MODEL “EP’’ ADDRESSER: Up to 18,000 
pieces per hour from 3 x 5” to 9 x 12” including 
envelopes, cards, direct mail pieces, house organs, 
pamphlets and tabloids—up to 32 pages. 


4. MINIMUM FILING SPACE: Racks only 
184%” square and under 6 high hold 50,000 
addressing plates. 


5. MAXIMUM SPEED 


6. GOOD SALVAGE VALUE ON PLATES: 
Pollard-Alling aluminum plates have high scrap 
value. 


7. FILING—DELETING: Approximately 20 
plates in alphabetical and geographical arrange- 
ment are in plain view of the operator—resulting 
in exceedingly fast operation. 


8. FAST—HIGH QUALITY ADDRESSING: 
Instead of the usual intermittent feed, the amazing 
high speed of Pollard-Alling Machines is obtained 
by the use of hinged plates which permit continu- 
ous feed! 


POLLARD -ALLING e@ 


MANUFACTURING COMPANY 
226 West 19 Street, New York 11, N.Y. 
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